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Rough Proofs 


The New Yorker quotes a “South- 
erner” as saying “poimanent.” The 
editors must import their Southern- 
ers from Brooklyn. 


ww 


Wrigley’s Doublemint gum is 
recommended to help keep “jowl and 
chin” line pretty. But when a girl 
accumulates a jowl, it’s too late. 


7 = 9 


A college professor gives a list of 
technical terms which he says “rea- 
sonably alert advertising men” 
should be able to define. Quick, now, 
what's the meaning of “incunabula”? 
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If the professor is right, an adver- 
tiser, before appointing his agent, 
ought to make sure that he knows 
how to paginate, and will not con- 
fuse “xylography” and ‘“glyphogra- 
phy” unduly. 


7, ¥ 


It’s two to one, however, that the 
chief tests for alertness among ad- 
vertising men are applied when some 
important business is about to break. 
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Edward S. Jordan, who used to 
write my favorite automobile copy, 
has joined an advertising agency. It 
is to be hoped that his territory will 
not be somewhere west of Laramie. 
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Maxwell House coffee is good to 
the last drop, Admiration cigars are 
good to the last inch, and some auto- 
mobile manufacturer should insist 
that his car is good to the last ditch. 
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The old-fashioned iceman is to be 
converted into a modern salesman, 
with a uniform and everything. An- 
other defeat for sturdy individual- 
ism. 
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Cross & LeBeaume explain the 
troubles of father in getting the 
sleeve (c) to engage the slot (f) in 
tumbler (b) on devices which have 
to be assembled in the home. This 
is the sort of problem that can be 
solved only with the aid of Rube 
Goldberg. 
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The manufacturers of “Pops” have 
ordered 14,000,000 card-board pop- 
guns for distribution with introduc- 
tion packages. They should produce 
the pops heard ’round the world. 
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Do you remember ’way back when 
a shoe dealer sold a pair of boys’ 
shoes for $1.50, and the kid was dis- 
appointed if he didn’t throw in a 
baseball and bat, too? 
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“Three Buicks are still reeling off 
the miles after 25 to 28 years of 
hard, active service.” 

And no wonder they’re reeling. 
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Now that Babe Ruth has cracked 
his first 1932 home-run, things ought 
to get back to normal in a hurry. 

Copy Cus. 


Warns of Too Many Distribution Channels 


GUARANTEE G-E 
REFRIGERATORS 
FOR FOUR YEARS 


Increases Appropriation by 
$500,000 


Cleveland, O., April 15.—A four- 
year service plan, protecting the new 
purchaser of a General Electric re- 
frigerator against all costs on the 
mechanism for four years, has been 
announced by P. B. Zimmerman, gen- 
eral manager of the electric refrig- 
eration department of the General 
Electric Company. 

The introduction of this new plan 
was accompanied by the launching 
of a special half-million dollar trade 
paper, magazine, newspaper and 
outdoor advertising campaign. This 
campaign expenditure will increase 
the refrigeration department’s adver- 
tising budget to well over $7,000,000, 
it was stated by W. J. Daily, sales 
promotion manager. 

Mr. Zimmerman’s announcement 
said: “During the past four years 
the public has invested more than 
$300,000,000 in General Electric re- 
frigerators and the unparalleled per- 
formance record which has been es- 
tablished in more than _ 1,250,000 
homes has made it possible to place 
in effect this new four-year cost free 
service plan. 

“Scientists and engineers in the 
General Electric Company’s research 
laboratory in Schenectady labored 
for 15 years before the Monitor Top 
refrigerator was placed on the mar- 
ket. Just a short time ago, satisfied 
as to the dependability of the per- 
formance of our machine, we offered 
an additional two-year guarantee be- 
yond the previous one year warranty, 
the first such step taken in the elec- 
tric refrigeration industry. 


New Service Contract 


“Now, after 20 years’ research and 
more than four years’ use in homes 
the world over, General Electric of- 
fers a service contract protecting the 
owner against all service and repair 
charges on the Monitor Top mecha- 
nism for four whole years. 

“Our refrigerator is the only one 
on the market today which offers 
natural radiation and free cooling. 

“Seventy per cent of the invest- 
ment of the purchaser of electric re- 
frigeration goes into the mechanism. 
A good cabinet will last for years. 
The finish may scratch, or chip, or 
be marred, but it is easily repaired. 
Naturally, the insulation and thick- 
ness of the cabinet are important. 
However, the real heart of the entire 
refrigerator is the mechanism.” 

General Electric’s new _ service 
plan is revolutionary. No other 
manufactured product on the market 
today is sold with a four-year serv- 
ice contract policy. 

The average automobile, driven 
60,000 miles in six years at 30 miles 
an hour, would actually be in opera- 
tion for a total of 2,000 hours. Ina 
single year the mechanism of an 
automatic refrigerator must operate 
more than 3,000 hours and in four 
years will equal the average lifetime 
wear of six automobiles. 


Rochester, N. Y., April 15.—Charg- 
ing that the current Del Monte vita- 
min campaign casts unfair reflections 
on other brands, the Association of 
New York State Canners has filed a 
protest with the National Canners 
Association and other organizations. 

One piece of copy used in juxta- 
position to the newspaper page of 
the National Canners Association 
was held particularly unfair by the 
State organization. 


Fuller & Smith & Ross, handling 
the N. C. A. campaign, have been 
placing half-pages with newspapers 
in 50 cities, with the proviso that 
they obtain suitable copy for the re- 
mainder of the page. It was stipu- 
lated that none of the advertising to 
appear on the N. C. A. page was to 
be dominant in size. 

Through the San Francisco office 
of McCann-Erickson, Inc., the Cali- 
fornia Packing Corporation in many 
cases took the opposite page to fea- 
ture Del Monte “vitamin-protected” 
foods. 

One of the features of the N. C. A. 
copy has been “The Canned Foods 
Question Box,” asking and answer- 
ing such queries as, “Does freezing 
canned foods harm them? How long 
will canned foods keep?” 

Del Monte borrowed this idea in 
one piece of copy asking: “Are vita- 
mins really necessary? Are Del 
Monte foods as rich in vitamins as 
raw foods cooked at home?” 

Then it popped the question which 
aroused the ire of canners: 

“Then aren’t all canned foods 
about the same in vitamin content?” 

Its answer was: 


“Decidedly not! Studies by a great 


Del Monte Vitamin 


Copy Called Unfair 
By State Canners 


Mid-Western University have even 
shown variations in vitamin content 
as high as 100 per cent between dif- 
ferent brands of the same canned 
food.” 

Other questions were, “Why is 
such a difference possible?” and 
“Why is Del Monte able to offer spe- 
cial ‘vitamin-protection’?” 

The answer to the latter was: 

“First, because Del Monte is so 
exacting in its insistence on the fin- 
est fresh products—even to growing 
many of them right on its own farms 
and ranches... . 

“To secure only vitamin-rich foods 
and to protect them against deter- 
ioration calls for far greater care, far 
greater speed, far greater resources 
than ‘just to put them in a can.’ 
Exactly the same methods and ad- 
vantages which have established the 
uniformity and fine flavor of Del 
Monte Foods make Del Monte ‘vita- 
min-protection’ possible.” 

“Question: Are all Del Monte 
Foods ‘vitamin-protected’?” 

“Answer: Yes. . . . Just see that 
you get the familiar red and green 
label you know so well. . . Why 
risk any uncertainty? Why take any 
chances with guesswork.” 

This copy inspired the following 
resolution by the Association of New 
York State Canners, Inc., of which 
John P. Street, Rochester, is secre- 
tary: 

“Whereas, it has come to our at- 
tention that in the national adver- 
tising campaign now being carried 
on by the California Packing Cor- 
poration certain statements have 
been made, which in our judgment 

(Continued on Page 11) 


& Bowles, Maxwell 
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fashion. 


Last Minute News Flashes 


General Foods Transfers Accounts 
New York, April 15.—General Foods corporation has placed the fol- 
lowing accounts with Young & Rubicam and Benton & Bowles; with 
Young & Rubicam, Grape Nuts Flakes and Minute Tapioca; with Benton 
House Coffee, Post Toasties, Post’s Bran Flakes, 
Walter Baker Cocoa and Chocolate, Log Cabin Syrup and Diamond Crystal 


Mackay Promoted by H. E. Lesan Agency 
New York, April 15.—James Mackay, first vice-president of H. E. 
Lesan Advertising Agency, has been elected executive vice-president, in 
charge of general management, a new position. 


Urge Milk Instead of Water for Coffee 


Philadelphia, Pa., April 15.—A new campaign by Sheffield Farms Com- 
pany will introduce coffee made entirely of milk, after the European 
Manufacturers of drip coffee pots will co-operate. 


Will Spend $6,000,000 in Gas Campaign 
Detroit, Mich. April 15—The new campaign of the American Gas 
Association will involve $6,000,000, John A. Fry, chairman of the national 
advertising committee, manufacturers’ section, announced. 


“True Story” Reduces Price After Survey 
New York, April 15.—Following a survey which indicated, it says, that 
the lower price would not affect its value to advertisers, “True Story” has 
announced a reduction from 25 to 15 cents per copy, with its July issue. 


MUST SINK OR 
SWIM WITH ONE, 
SAYS NYSTROM 


Four A’s in Annual Convention 
at Washington 


Washington, D. C., April 15.—(By 
wire)—The 100 members who gath- 
ered at the Mayflower Hotel yester- 


sa sag ; 


Sie taats: 
ors 


Henry T. Ewald, new chairman 
of the board. 


day for the 15th annual convention 
of the American Association of Ad- 
vertising Agencies, were told by 
Frederic R. Gamble, executive secre- 
tary, that while agency costs for di- 
rect service have increased, astute 
management has in many cases pre- 
vented overhead from mounting in 
the same ratio. 

Nevertheless, according to John 
Benson, president of the Four A’s, 
grave problems have been created 
for agencies by shrinking volume 
and more direct service to clients. 

The Four A’s heard an impas- 
sioned plea for fewer restrictions by 
W. L. Day, vice-president, J. Walter 
Thompson Co., and a keen analysis 
of distribution problems by Dr. Paul 
H. Nystrom, of the School of Mar- 
keting, Columbia University. 

“There is likely to be increasing 
difficulty for national advertisers in 
their attempts to maintain 100 per 
cent distribution,” asserted Dr. Ny- 
strom. “The object of many na- 
tional advertisers in past years, par- 
ticularly those with products of 
wide use, was to secure distribution 
through all channels, to sell both in- 
dependents and chain stores, to deal 
with wholesalers on the one hand 
and through their own branches on 
the other. There have been _out- 
standing instances of marked suc- 
cess in the utilization of all sorts of 
channels at one and the same timé. 


Must Choose Channel 


“Now, however, there is such a 
bitter competitive struggle among 
these channels that every product 
attempting distribution in this man- 
ner is a cause of irritation, ill-will 
and attack. 

“Except for commodities in which 
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ADVERTISING AGE 


April 16, 1932 


consumer demand is most wide- 
spread and most insistent, it seems 
likely that many producers of ad- 
vertised goods may find it advan- 
tageous, if not necessary, to choose 
its channels of distribution and then 
to support the selected channel in 
every way in its competitive rela- 
tions with other channels. 


“It is entirely probable that when 
we get out of the present business 
depression we shall find more clear- 
cut and definitely marked lines 
among the various channels of dis- 
tribution than at any time in recent 
years, and consequently less oppor- 
tunity for distribution of the same 
product through several channels of 
distribution. Selective marketing will 
in this case not be merely good busi- 
ness policy but business necessity. 

“There are many careful observers 
of marketing trends who feel that 
nationally advertised products may 
continue to face growing difficulties, 
not only with private brands but 
with brands enjoying solely local or 
sectional distribution. 

“This view is supported by the 
continued development of hand to 
mouth buying, the stress placed both 
by dealers and consumers on distri- 
bution service and the evident suc- 
cess of manufacturers and dealers 
who cater to specific local require- 
ments. There are also such other 


RETIRING CHAIRMAN 


Clarence D. Newell 


advantages such as lower transpor- 
tation costs and greater flexibility in 
meeting local conditions. 

“These conditions may to some ex- 
tent be neutralized by concerns with 
national distribution by some form 
of zone distribution, but it is never- 
theless, more than likely that we 


shall see an increasing development 
of products of solely local or sec- 
tional distribution in sharp competi- 
tion with nationally advertised goods 
produced elsewhere.” 


Dr. Nystrom asserted that per- 
iodical restyling and redesigning 
must follow the rapid changes in 
public taste. No phase of consumer 
demand has been so neglected, he 
said. 

He made the suggestion that ad- 
vertising might well be employed to 
create markets for the goods of the 
advertiser’s customers. 

“Unemployment among your cus- 
tomers is your business.” he insisted. 
“Today we need business men who 
will re-establish markets tempor- 
arily destroyed.” 

Mr. Day urged advertisers not to 
limit their pace to the slowest-mov- 
ing. 

“All too often,” he said, “a manu- 
facturer who has made an important 
discovery through scientific or mar- 
ket research, and who attempts to 
advance his sales banner by means 
of hard-hitting advertising copy tell- 
ing convincingly the story of his 
achievement and its worth to human 
welfare, is greeted by a storm of pro- 
test from his competitors. 

“Are we in the future to face laws 
or codes designed to restrict the in- 
telligent and imaginatives manufac- 


DEMANDS FREEDOM 


William L. Day 


turer to the pace of his lowliest com- 


petitor? Will such laws be in the 
real interest of the public, or will 
they be the venal and detestable kind 
of regulation adopted solely for com- 
mercial interests? 

“It is for the advertising agencies 
of America to say whether they pre- 


»®» Do you want FACTS. 
about the Architectural Market? 


American Architect has retained Taylor, 


Rogers & Bliss, Inc., leading merchandising 


consultants in the building field. » » » 


OW important is the architectural market today? How much business are architects handling? 


What are their major interests in your new products? How can you get your story across to 


architects most effectively? 


UESTIONS of this sort and many other questions relating to the effective marketing of build- 


ing materials and equipment will be answered by C. Stanley Taylor, newly appointed Mer- 


chandising Consultant of AMERICAN ARCHITECT. Mr. Taylor is president of Taylor, Rogers & Bliss, Inc., 


counsel on market determination and sales promotion in the building field. The services of this organi- 


zation have been retained exclusively by AMERICAN ARCHITECT in the architectural periodical field 


to enlarge upon its present service to advertisers and prospective advertisers. 


HE architectural and building field is faced with many new problems. Precedents are being dis- 


carded. Old methods and old facts are no longer reliable. Make use of this new service offered by 


the one publication that has established itself editorially as the architectural business magazine. 


AMERICAN ARCHITECT 
The Most Widely Read Professional Publication 


57th Street at Eighth Avenue 


New York, N. Y. 


fer to throw open the throttle of 
mind and imagination, of clear 
thinking and free expression, or 
whether they choose to creep at the 
snail’s pace which commonplace 
methods dictate.’ ’ 


Hoving’s Prediction 


Walter Hoving, vice-president of 
R. H. Macy & Co., New York, pre- 
dicted the passing of the “advertis- 
ing agent.” 

“Instead,” he said, “we will have 
merchandising agencies, with adver- 
tising departments, sales promotion 
departments, style forecasting de- 
partments, commercial designing de- 
partments. 

“In other words, they will be 
equipped to take over a manufactur- 
er’s merchandising.” 

John Stewart Bryan, publisher of 
the Richmond (Va.) News Leader, 
spoke at the annual dinner last 
night. C. D. Newell, chairman of 
the association board, and president 
of the Newell-Emmett Company, pre- 
sided. 

Among speakers at the convention 
were William H. Johns, president, 
Batten, Barton, Durstine & Osborn; 
E. De Witt Hill, treasurer, McCann- 
Erickson, Inc.; Wilbur Van Sant, 
president, Van Sant, Dugdale & Cor- 
ner, Inc.; W. L. Day, vice-president, 
J. Walter Thompson Co.; Raymond 
Rubicam, president, Young & Rubi- 
cam; Kenneth Groesbeck, vice-presi- 
dent, McCann-Erickson, Inc. 


Ewald New Chairman 


Washington, D. C., April 15.—(By 
wire)—Henry T. Ewald, president of 
the Campbell-Ewald Co., Detroit, was 
elected chairman of the board of the 
Four A’s today, succeeding C. D. 
Newell, of the Newell-Emmett Co., 
New York. Mr. Ewald will serve 
one year, instead of two, as a result 
of a change in the by-laws. 

John Benson was re-elected presi- 
dent for four years. Other officers: 

Vice-president, Arthur H. Kudner; 
president of Erwin, Wasey & Co., 
New York, succeeding M. L. Wilson, 
Blackman Co.;,. secretary, G. Lynn 
Sumner, president of G. Lynn Sum- 
ner Co., New York, succeeding H. K. 
Kynett, Aitken-Kynett Co., Philadel- 
phia. 

The board was increased from six 


to nine members at large, these 
being elected: 
For three years: C. D. Newell, 


Raymond Rubicam and Charles D. 
Frey; two years, H. K. Kynett; for 
one year, James M.. Cecil and H. E, 
Humphrey. ; : 

Board members representing coun- 
cils were elected as follows for one- 
year terms: Philadelphia Council, 
Charles Blum, Charles Blum Adver- 
tising Corp.; Western Council, L. R. 
Northrup, Batten, Barton, Durstine 
& Osborn, Chicago; Southern Coun- 
cil, Clifford Fitzgerald, Fitzgerald 
Advertising Agency, New Orleans; 
New York Council, Lloyd W. Baillie, 
J. Walter Thompson Co.; New Eng- 
land Council, George R. Dunham, 
Greenleaf Co. 


Join Women’s Club 


Mrs. Velma May, Collegiate World 
Publishing Co.; Alison Kyger, 
WCFL, and Eva Ann Weiszbrod, 
Advertising Record Co., are the 
latest additions to the Women’s Ad- 
vertising Club of Chicago. 


Resume Travel Copy 


Norwegian Government Railways, 
which discontinued its advertising 
to American tourists in December, 
has resumed its full magazine sched- 
ule through the Wales Advertising 
Co., New York. 


Auto Vacuum to Wales 


Wales Advertising Co., New York, 
has been appointed by the Carvac 
Corp., Stratford, Conn., maker of a 
new vacuum cleaner for automobiles 
operated by the exhaust. 


Bigelow Goes East 
Dana Bigelow, who has_ repre- 
sented Review of Reviews in Chi- 
cago, has returned to New York. 
Chicago representation will be con- 
tinued by the Quality Group. 


Move “Modern Living” 


Modern Living, New York, will 


move May 1 to 133 West 30th St. 
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UNION CENTRAL 
LIFE TO TELL 
DRAMATIC TALE 


Cincinnati, O., April 14.—After 
spending only an estimated $10,000 
for advertising in its 65 years of 
existence, the Union Central Life In- 
surance Company of Cincinnati has 
announced a year’s campaign for 
which the appropriation is reported 
to be $500,000. The Chicago office 
of the J. Walter Thompson Company 
is in charge. 

The promotion will be concentrated 
on educational policies, a little known 
type of insurance intended to pro- 
vide funds for high school and col- 
lege education of children of the in- 
sured, “whatever the family finances 
are—whatever happens to you.” 

Copy makes an emotional appeal 
to parents with dramatic headlines 
and striking photographs of young- 
sters by Torkel Korling. 

“Give him a break with the boy 
who has riches,” pleads the headline 
and art subject of the opening mag- 
azine advertisement. “What will he 
think of Dad 20 years from now?” 
asks another. 


Hard Days Ahead 


“He’ll face a fiercer, tougher fight 
than you or I ever did,” the copy 
warns parents. “Everywhere, every 
day, he’ll be up against men who 
have gone to college. They'll get 
chances that your boy—if he can’t 
go—will miss. They’ll know how to 
avoid the rough spots.” 

A booklet, “A Place in the Sun,” 
giving an analysis of costs of 300 
leading colleges and universities, is 
offered in the copy. 

About $300,000 will be spent for 
publication space. A _ schedule of 
black and white pages has been ap- 
proved for the American Magazine 
and The Saturday-Hvening~Post, to 
begin May 7. Two more weeklies 
and a newspaper list will be added 
later. 

Radio advertising over N. B. C. 
red Sunday evening, will offer two- 
act playlets based on dramatic inci- 
dents in American history, the first 
dealing with the Jamestown mas- 
sacre. 


F. E. Hall, Outdoor 


Pioneer, Is Dead 


Fred E. Hall, 61, sales executive 
of Outdoor Advertising, Inc., New 
York, died in his sleep April 11 at 
Larchmont, N. Y. 

He served Swift & Co., Chicago; 
Barron Collier, Poster Advertising 
Co., and General Outdoor. He created 
the Muller macaroni slogan, “As a 
change from potatoes.” 


Gano Improves 


Richard C. Gano, president of 
Rogers-Gano Advertising Agency, 
Tulsa, recently injured in an automo- 
bile accident near Pittsburg, Kan., 
has improved enough to be moved 
to his home. 


Des Moines Picks Delegates 


The Des Moines Advertising Club 
has elected six delegates to the A. F. 
A. convention in June. They are 
President Dan Frey, E. A. McClena- 
han, Tom Miller, Paul Patterson, 
Tony Sarcone and Wilfred Woods. 


Brown in Soap Field 


George Lippincott Brown, formerly 
general sales manager of Stephen F. 
Whitman & Co., Philadelphia, has 
joined the J. T. Robertson Soap Co., 
Syracuse, N. Y., as executive vice- 
president. 


Serve Screenland Unit 


Macy & Klaner, Inc., Chicago, 
have become Western representa- 
tives for Screenland Magazines, Inc., 
New York. 


Heads Outdoor Sales 


Fred D. Schoknecht has been ap- 
pointed sales manager of W. F. 
Williamson Advertising Service, St. 
Louis. 


"LED THE WAY" 


a 


»~ AND IN ELECTRIC Time 
TELECHRON HAS LEO THE WAY 


i 


Clock Copy 
Seeks Laurels 
For Pioneering 


Philadelphia, Pa., April 15.—‘Be- 
fore grain fields could sweep across 
miles of prairies, before villages 
could rise from the wilderness, there 
had to be pioneers. Before clocks 
could measure minutes with a tiny 
electric motor instead of spring or 
pendulum, there had to be the pio- 
neering work of Henry E. Warren.” 

This is the theme for a new maga- 
zine campaign by the Warren Tele- 
chron Company, Ashland, Mass., and 
the Revere Clock Company, Cincin- 
nati, whose clocks are Telechron-mo- 
tored. 

In a recent series of advertise- 
ments, Telechron featured the impor- 
tance of time—the man who missed 
his train, the fellow who was left at 
the pier, and their various tardy 
brothers. The moral was always “get 
an electric clock.” 

Now that the electric clock has 
been established as a _ necessity 
rather than a luxury, the company is 
acquainting the public with the story 
of Mr. Warren’s invention of the 
Telechron Master Clock, which, in- 
stalled in the power house, regulates 
alternating current and makes it 
suitable for timing purposes, and of 
his earlier invention of the self-start- 
ing synchronous motor, which auto- 
matically starts the clock running 
again after any interruption of cur- 
rent. 

Pictorial inserts feature new 
models and designs of both Tele- 
chron and Revere clocks. 

On the schedule are American 
Magazine, Collier’s, Good Housekeep- 
ing, House and Garden, The Literary 
Digest, McCall’s, National Geo- 
graphic, The Saturday Evening Post, 
Time and Vogue. N. W. Ayer & Son 
handle the account. 


Aylesworth Elected 
President of R-K-O 


Merlin H. Aylesworth, president of 
the National Broadcasting Company, 
has been elected president of the 
Radio-Keith-Orpheum Corp. He will 
continue as president and executive 
head of NBC. 

Both organizations are affiliates of 
the Radio Corporation of America. 


Deveneau Moves 


Willard F. Deveneau has resigned 
as director of merchandising, Stro- 
bridge Lithographing Co., Cincinnati, 
to direct sales development for the 
Richardson Taylor-Globe Corp., fold- 
ing paper boxes. 


“April Showers” Arrive 

The second annual “April Show- 
ers” dinner of the Des Moines Manu- 
facturers’ Representatives was held 
April 12, with a score of Iowa news- 
papers providing entertainment. 


U. S. Dairy Profits Up 


Gross sales of United States Dairy 
Products Corp. were $28,359,115 for 
1931, as compared with $27,813,138 in 
1930. Net income for 1931 was 
$1,768,847, an increase of $237,643. 


Columbia Adds Station 


Station WHAS, Louisville, Ky., will 
join the Columbia Broadcasting Sys- 


| been added. 


OUTDOOR AGENCY 
COMMISSION IS 
NOW 16 2/3% 


Chicago, April 15.—The commis- 
sion on outdoor advertising business 
placed through advertising agencies 
has been increased from 15 to 16% 
per cent, a recommendation to this 
effect having been sent out to plant- 
owners by the Outdoor Advertising 
Association of America, Inc. 

This action was in line with a res- 
olution adopted at a recent meeting 
of the board of directors of the as- 
sociation, at which it was made evi- 
dent that advertising agencies ob- 
jected to the disadvantage which 
they insisted they were operating 
under, in view of the discount of 
16% per cent granted to exclusive 
solicitors. 

At the Detroit convention of the 
outdoor interests, held last Novem- 
ber, advertising agency representa- 
tives endorsed the new program of 
the association, under which full 
agency recognition was adopted and 
a commission of 15 per cent estab- 
lished, but said the differential in 
favor of the solicitors should be 
eliminated in the interest of fair- 
ness to all creative factors in the 
business. 

The new basis of operations is ef- 
fective immediately, and will mean 
a substantial increase in the net for 
advertising agencies handling out- 
door accounts. 

Inasmuch as no increase in the 
gross commission charged plant- 
Owners can be made before the an- 
nual convention next fall, this means 
that Outdoor Advertising, Inc., the 
sales division of the industry, will 
work on a smaller margin until that 
time, at least. 

George W. Kleiser, of Foster & 
Kleiser, San Francisco, who is presi- 
dent of the Outdoor Advertising As- 
sociation of America, Inc., made the 
announcement regarding the new 
commission arrangement while in 
Chicago this week. 


Final “‘Sales’”’ 
Regulated by 
City Ordinance 


Seattle, Wash., April 15.—The 
first “‘going-out-of-business” sale un- 
der Seattle’s new city ordinance is 
being staged here by Stanley Blu- 
menthal, retailer of men’s wear. 

Mr. Blumenthal’s advertising in 
newspapers features the fact that 
he has taken out the necessary li- 
cense under the new ordinance, 
proving that the sale is authentic 
and enjoys official approval. 

The new law provides that the 
merchant who is quitting business 
shall file a complete inventory of all 
merchandise in his store, with the 
cost price of each article, with the 
city comptroller. 

The latter has the right to inspect 
the stock at any time during the 
sale to see that no merchandise has 


“Pictorial Review” 
Appoints Weadon 


Emile R. Weadon, formerly vice- 
president of Paul Block and Asso- 
ciates, where he represented Picto- 
rial Review, has been appointed East- 
ern advertising manager of that pub- 
lication. 

Raymond Perry, formerly with 
Red Book, has been added to Picto- 
rial Review's New York staff. 


Macy Earns $3.62 


R. H. Macy & Co., New York, 
earned $5,789,053 for the fiscal year 
ended Jan. 30, 6r $3.62 a share, com- 
pared with $4.81. 


Walker Is Promoted 


John D. Walker, sales and adver- 
tising manager of Greyhound Motor 
Coach Lines, Cleveland, has been 


tem network May 15. 


ADDRESSES AGENTS 


Paul Nystrom 
(Story on Page 1) 


Continued in 
Spite of Suit 


Harrison, N. J., April 15.—Na- 
tional Oil Products, Inc., which pro- 
vided vitamin D to the Grocers Bak- 
ing Co., Louisville, Ky., recently sued 
by General Baking Company for 
alleged infringement of patent 
rights, is offering to license bakers 
to include vitamin D in their bread. 
A co-operative merchandising plan is 
also offered. 

No decision has yet been rendered 
in the patent suit. 

National Oil Products’ current 
copy in Northwestern Miller and 
American Baker, Minneapolis, said: 

“The National Oil Products Com- 
pany is now prepared to grant exclu- 
sive licenses to well established 
bakers to incorporate nature’s own 
vitamin D (antirachitic) in their 
bread through the use of a remark- 
able new product. 

“This concentrated vitamin D is 
produced by a special process devel- 
oped in the laboratories of Columbia 
University. The exclusive right to 
this process was granted to us and 
is covered by U. S. patent 1,678,454. 

“For many years we have been 
marketing this concentrated vitamin 
D for poultry and animal nutrition 
and for use in pharmaceutical prepa- 
rations. We are now ready to offer it 
for incorporation in bread.” 


Unique Campaigns 
Bag Tourist Dollars 


Six American class magazines are 
being used with success by H. A. & 
E. Smith, Ltd., Bermuda retail chain, 
for mail order sales and to draw 
tourist patronage. 

Wales Advertising Co. New York, 
which places the copy, also directs 
the advertising of the Bermuda 
Trade Development Board, which 
has harvested a record crop of tour- 
ists for six consecutive years. 


“Detroit Free Press’ 
Studies Soap Field 


Lux is the best seller in the toilet 
soap field, according to a survey by 
the Detroit Free Press. Rinso leads 
for laundry purposes. 

Super-Suds and Palmolive Beads 
have made large gains, though still 
outsold by older brands such as 
Chipso and Lux. 


Holliday Officer 
of Bromiley-Ross 


Samuel N. Holliday has _ been 
elected vice-president and secretary 
of Bromiley-Ross, Inc., New York, 
handling outdoor advertising of 
American Tobacco Co. 

Mr. Holliday started in the adver- 
tising field with D’Arcy Advertising 
Co., St. Louis. 


McCray Leaves Agency 


Don McCray has resigned as adver- 
tising director of Henri, Hurst & Mc- 
Donald, Chicago, to devote full time 
to free lancing, with a studio at. 43 


elected vice-president. 


Vitamin Copy | 


GROCERY CHAIN 
EYES GASOLINE 
MERCHANDISING 


Chicago, April 15—The Indepen- 
dent Grocers’ Alliance, J. Frank 
Grimes’ voluntary chain, is seeking 
new fields to conquer. At a meeting 
last week, it voted not only to handle 
tobacco products, gloves, stationery, 
half soles and toys, but to add a full 
line of petroleum products. 

A deal is pending with a leading 
refiner. The I. G. A. thinks it can 
give filling stations strenuous com- 
petition on gasoline, cleaning fluids 
and automobile lubricants. Handling 
the new lines is optional with each 
member, however. 

Another new special is a sturdy 

scooter, finished in I. G. A. colors 
and insignia. 
“Style promotion” of foods is a 
new slant on old products. Some of 
the fashion scoops will be whole 
peeled canned apricots, an improved 
shredded wheat, silk-sifted cake 
flour, a prepared biscuit flour, “ideal 
for shortcake” and canned dog food. 
Most of the newspaper advertising 
will be concentrated into 18 sales 
weeks regarded as “naturals.” 

The opening of the shortcake sea- 
son was chosen as the best time to 
promote the prepared biscuit flour, 
as the seasonal and year round mar- 
ket could then be cultivated with 
one campaign. 


Dogs Hearty Eaters 


The decision to do something 
about dog food came with the dis- 
covery that production of canned 
dog food is exceeded only by that of 
canned soup and canned milk, in the 
order named. 

The I. G. A. label will not be used 
on the dog food. Prolonged debate 
on this point led to the rule the label 
would never be used on foodstuffs 
not intended for human consump 
tion. 

William W. Wachtel, general sales 
manager of Loose-Wiles Biscuit Co., 
New York, with whom the I. G. A. 
has made a hook-up, brought the 
news of a special window display for 
June featuring the Loose-Wiles No- 
bility assortment. The centerpiece 
is a book card, on one leaf of which 
is a portrait of General Washington. 
The other reads, “First in Sales, 
First in Quality, First in the Hearts 
of Housewives.” 

To sound reaction to his para- 
phrase of the famous eulogy, Mr. 
Wachtel journeyed to Washington to 
submit the idea to the Washington 
Bi-Centennial Commission. He re- 
ceived official approval and unofficial 
compliments. 

Sixteen jobbing centers were 
opened up by the I. G. A. in 1931, 
making the total 120. 

Mr. Grimes has launched the In- 
dependent Druggists’ Alliance in the 
Middle West, after experiments in 
New Jersey. 


J. J. Gibbons, Ltd. 


Increases Staff 
J. J. Gibbons, Ltd. of London, 


Eng., and principal Canadian cities, 
has appointed G. M. Murray vice- 
president in charge of service, re- 
search and branches; Bertram 
Brooker, director of plans and pro- 
duction, and R. A. Stapells, vice- 
president in charge of sales promo- 
tion. 

Harold M. Reid has been made 
manager of the Montreal office. 


Victor Adds to Line 


The Victor Animatograph Corp., 
Davenport, Ia., has introduced two 
new amateur movie cameras and re- 
duced prices 221%, per cent on the 
original model. A movie pocket 
titler has also been added. 


Adopt Brand Name 
George W. Simmons Corp., St. 
Louis, has moved to Chicago and 
changed its name to Plee-Zing, Inc., 


East Ohio St. 


the brand of its food products. 
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A Problem for Financial Advertisers 


Criticism of investment bankers 
who sponsored issues of foreign se- 
curities in the United States has re- 
cently been centered on the cus- 
tomary qualification used in finan- 
cial advertising, “The statements 
contained in this advertisement, 
while not guaranteed, have been ob- 
tained from sources which we re- 
gard as reliable,” etc. 


The criticism, which has appeared 
in a number of newspapers, is not 
based on the losses which investors 
have suffered as a result of shrink- 
ages in values due to the depression, 
but losses based on misrepresenta- 
tions contained in the advertise- 
ments, due to the lack of sufficient 
information in the hands of the in- 
vestment bankers. 


Financial advertisers have been 
unusually conservative, and conser- 
vative methods are more necessary 
now, perhaps, than usual. The quali- 
fications which legal advisors have 
found it necessary to throw around 
the statements of fact contained in 
advertisements of securities tend to 
justify questions in the minds of 
readers as to the extent to which 
statements in the advertising copy 
have been investigated as to fact. 


In the sale of most commodities, 
guarantees are included as to the 
quality of the merchandise offered. 
In many cases publications add their 
guarantees to those of their adver- 
tisers to insure complete confidence 
on the part of the buyer that the 
goods offered are as advertised. The 
guarantee goes no further than this, 
and does not cover results from the 
use of the products involved. 


In the case of investments, no 
guarantee can ever be made as to 
the future trend of security markets, 
nor as to future values of the stocks 
or bonds offered. But it does seem 
reasonable to ask that the house 
sponsoring an issue which is offered 
to the American public be willing to 
guarantee the accuracy of the state- 
ments made regarding it, and to 
take whatever steps are necessary 
to enable it to make such a guar- 
antee with safety. 


Much present-day advertising, es- 
pecially in the financial field, is in- 
tended to promote confidence. Con- 
fidence must be developed, however, 
by demonstrating that it is justified, 
rather than by merely appealing to 
each individual to increase his meas- 
ure of confidence as a patriotic ges- 
ture. 


It is possible that a change in the 
character of financial advertising, 
which would enable investment 
houses to withdraw the disclaimer 
of responsibility for the accuracy of 
the statements contained in their ad- 
vertisements, would have a real 
bearing on increasing public confi- 
dence in both the advertising and in 
the securities offered. 


A change of this kind cannot be 
made overnight. It certainly is 
worth discussing, however, and 
frank consideration, in the light of 
recent events which have been dis- 
couraging to investors, and have 
tended to reduce confidence in finan- 
cial advertising on the part of the 
general public, might prove to be 
helpful. The F. A. A. might well 


consider this problem. 


The Intelligent Questioner 


One of the ablest advertising 
agency men in the country, who has 
won a national reputation for his 
ability to write forceful and effect- 
ive advertising copy, said recently 
that he has succeeded in this field 
largely because he has learned how 
to ask intelligent questions. 


When he interviews an adver- 
tiser, for the purpose of planning a 
campaign, he becomes a living in- 
terrogation point. He asks ques- 
tions about the product, about the 
competition, about previous adver- 
tising results, about trade relations, 
about the immediate objective of ad- 
vertising, about the advertiser’s own 
ideas on copy, and why. When he 
gets through, he has an enormous 


amount of information, all highly 
pertinent to the question at hand. 

The same successful practitioner 
insists that the most important ques- 
tions which can be asked are, “What 
do you want to accomplish by your 
advertising? Is the desired result 
to be direct, or indirect? Is the 
reader expected to act in some spe 
cific way, or merely to be more fa- 
vorably disposed when called on? 
If he is to act directly, how easy 
has it been made for him to do so?” 

Intelligent questions develop in- 
formation that makes writing effect- 
ive copy easy. The supply of ques- 
tion-marks is so large that no copy- 
writer ought to be handicapped by 
lack of sufficient information. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE: 
377. Who Has Money?—An Analy- 


sis of Current American Buying 
Power. 


The Quality Group offers this an- 
alysis of 1930 income tax returns to 
reiterate a simple marketing prin- 
ciple—that most of the money is 
spent by a comparatively few per- 
sons. In 1930, 763,208 persons, com- 
prising only 1.7 per cent of the total 
number of income recipients, and 
22.6 per cent of those filing returns, 
paid the United States Government 
$473,687,000, or 97.6 per cent of the 
total personal tax. “In other words, 
less than 2 per cent of the nation 
has over 97 per cent of the surplus 
income of the country available for 
purchase of articles other than bare 
necessities.” -. 


378. Performance Report 
Manse Syrup. 


While this survey by Walter Mann 
and staff is highly flattering to the 
medium used almost exclusively by 
Oelrich & Berry Co., Chicago, which 
hasn’t noticed the depression thus 
far, it contains some facts of general 
interest. Although the actual vol- 
ume of syrup is much greater if pur- 
chased in cans, the bottle remains 
the more popular, outselling the can 
more than two to one. Copies may 
be obtained from Criterion Advertis- 
ing Co. 


of Old 


379. Cosmetic Preferences of College 
Girls and Women in Small Towns. 


The Household Magazine has an- 
alyzed results of its beauty contest 
for women of small towns. Out of 
3,871 mentions, creams, cleansers, 
astringents, and skin foods led the 
parade with 1,031. Next came soap, 
466; face powder, 398; rouge, 270; 
lotions, 250, and so on down the list. 
Pond’s Extract Company received the 
largest individual mention, 209, the 
ratings of a score of others being 
given. The booklet also indicates 
cosmetic brand preferences of col- 
lege girls, as ascertained by Erwin, 
Wasey & Co. for College Humor, a 
strong similarity in thinking habits 
of the two classes being indicated. 
368. The Open, Road for Boys Mag- 

azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. 

363. A Fact-Picture of the Food 

Fields. 


This is a revised issue, bringing 
the McGraw-Hill Publishing Com- 
pany’s picture of the food fields up- 
to-date. The conclusion, supported by 
figures, is the same as that of earlier 
editions—that the food industries 
suffer least in times of depression 
and hence are able to finance any 
purchases needed. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 
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BUY 70% oF Allge ci.ues' 


ATHLETIC Goods 


"Sporting Goods Dealer," St. Louis, re-printed this cartoon by Briggs 
in its April issue. Printed in the New York Tribune 12 bps ago, it 


contributed to the removal of the 


10 per cent tax levied on sporting 


goods at that time. 


Voice of the Advertiser 


Not A. A.—Liberty 

To the Editor: Page 80 of the 
March 20 issue of “Domestic Com- 
merce” reports that ADVERTISING AGE 
made a study among 4,000 readers 
of advertisements in six issues of 
four leading general weekly maga- 
zines. 

We should very much like to see 
a copy of this report. Do you intend 
publishing it? If so, will you please 
tell us how we can get a copy? 

J. B. HARTNETT, 
Vice-Pres., Hughes, Wolff Co., 
Rochester, N. Y. 


vy Vv 
Postoffice Statement 


with Every Invoice 

To the Editor: Now, each month, 
Pathfinder will present actual proof 
of the circulation of each issue! 

In these uncertain days space buy- 
ers should know what they get for 
their money. The Pathfinder has al- 
ways made good its. circulation 
claims, giving its advertising patrons 
much excess or bonus circulation. 

Herewith are the figures 
March. Is this appreciated? 

Percy M. BAILey, 
Secty., The Pathfinder, 
Washington, D. C. 


7 FF F 


Offer $100 for Word 
to Replace “Tabloid” 


To the Editor: The Washington 
Daily News is a tabloid newspaper— 
damn the word! The word, of course, 
is all right. It means merely some- 
thing compressed, condensed or in 
concentrated form. But it has come 
to have certain connotations that in 
no way apply to the Washington 
Daily News. 

We want a word that does defi- 
nitely apply. We will pay $100 for 
that word 

You have been entered in this con- 
test. We are mailing the paper to 
you without charge for two weeks. 
If anyone else in your organization 
desires to participate, have him send 
his name, and he will also be placed 
on the mailing list. At the end of 
two weeks, you will have ten days in 
which to send in your suggestions. 

All suggestions will then be listed 
without identification of the authors, 
and mailed to each contestant. The 


for 


contestants themselves will vote on 
the suggestions and the author of 
the one receiving most votes will be 
declared the winner. 

Read a few issues. You will see 
why, among the 70,000 persons who 
buy The News every day, there are 
enough nationally known and im- 
portant people to constitute a first 
class ‘‘Who’s Who in America.” 

Give us a word that best describes 
this newspaper! 

NELSON P. POYNTER, 

Business Mgr., Washington Daily 

News. 
v v v 


Copy on “Canned Music” 

To the Editor: About a year or so 
ago the Musicians’ League of Amer- 
ica or an organization with some 
such name ran a campaign against 
“canned music.” 

They asked the public to send in 
a vote of approval on behalf of or- 
chestras in theaters as opposed to 
the mechanical music then being in- 
troduced through ‘‘talkies.” 

We believe the league was success- 
ful in securing a very large number 
of votes in favor of its campaign and 
we would like very much to find out 
just what the final total of votes re- 
ceived amounted to. Can you tell 
what this figure was or where we 
ean get it? 

W. Wricut, 
James Fisher Co., Ltd., 
Toronto. 

(Editor’s Note: American Feder- 
ation of Musicians tabulated 3,000,- 
000 coupons; about 300,000 others 
were received.) 

vveeg 
Memories 

To the Editor: The photograph 
of the 1910 Advertising Affiliation 
convention shown in your March 26 
issue was especially interesting to 
us, as its 29th annual meeting will 
be held in Cleveland May 13-14, we 
being the host club. 

Several of our committeemen iden- 
tified themselves in this photograph, 
and we should like to borrow the 
halftone. 

This year’s convention theme is 
“Stop That Knock.” It has to do 
with tuning up the business motor. 

H. C. TREHARNE, 

Secy.-Mer., Cleveland Advertising 

Club. 
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) 
A Famous Tire Inventor Presents ee ee: 
the Greatest of Tire Inventions SSS @ 
THE TIRE THAT NEVER WEARS SMOOTH! 


did I Creaking Mileage Records! 
| = - — /- Sts Safe to the last Mile! 
| Retrieve! meee ee 


NEW BUSINE 


‘The new Seiberling Air-Cooled Tire— heat, permit ened 
made on an ernrely ne: ppg yy oo Gam cont 


“Liberty had 
what Seiberling 
wanted .... 


te! 


Ae 

No other tire saves you, and other first quality tires. And they're more 
your family, rom the rch off eoonemical becane ~ 
driving with only smooth rub age two — two anti sbd weeds — 
ber berween your car and ® " 


cost you to gve your family and 


(rcoulation plus 
eader Interest 


... says J. L. MOLONEY, Manager, Advertising 


Proved R 


oa . . « Continues Mr. Moloney: “Our 1932 
advertising job is to get the news ofa new 
” tire development to millions of people 
a at reasonable cost. 

oo “Liberty, we believe, does that job 
- and does it well. 

” “First, people buy it because they want 
ily it. A greater percentage of men and 
“ women voluntarily ask for it than for 
ie any other magazine... 

co “Second, we believe that Liberty’s 
‘a statement of 23% to 112% greater reader 
jo interest* is accurate. 

i. ‘Liberty is in tune with the times. It’s 
se editorially modern—it’s alive. We know 
= that our story of a new tire in Liberty’s 
pes pages will be seen and read. 

= “Our own study of the buying stand- 
7 ards of its readers convinces us that they 
a have approximately the same incomes as 
sd any other 2,000,000 magazine readers, 


aph “ . 

tion 

1 26 

, to 

will 

we 

den- 2 


but we believe that their modern interest 
makes these readers more likely to be 


interested, too, in a modern product.” 


* Record Reader Interest 
Indicated by the Famous 
Gallup Surveys 


These surveys were made last summer by Dr. 
George Gallup, Professor of Journalism and Ad- 
vertising, Northwestern University ... . half of 
them under the official observation of the As- 
sociation of National Advertisers. 

They represent an entirely new method of de- 
termining reader interest in magazines. Instead 
of asking a reader to hazard an opinion as to his 
or her “‘favorite magazine’’, Dr. Gallup’s staff. 

(1) Tracked down persons who actually had 
read a current issue of one of the 4 mass weeklies. 

(2) Leafed through their magazines with 
them, page by page. 

(3) Checked every editorial and advertising 
item remembered as having been seen or read. 

This was repeated 6 times, in 6 cities, for 6 
consecutive issues of the 4 mass weeklies. 


The resulting facts were found substantially 
the same in each city, for each issue. 

So obvious are the conclusions to be drawn, 
that advertiser after advertiser is revising his 1932 
plans to include Liberty. Before your own 1932 
money is spent, send for a copy of the Gallup Re- 
port and study it thoroughly. Address Liberty, 
420 Lexington Avenue, New York City. 


Other New Business 


In Liberty for 1932 


gee 


Bristol-Myers Co., Ingram’s Milkweed Cream 
California Packing Corp., Del Monte Food Products 
Fred G. Clark Co., Hyvis Motor Oil 
Colgate-Palmolive-Peet Co., Colgate Shaving Cream 
Durium Products Corp., Hit-of-the-Week Records 
General Electric Co., Hotpoint Electric Range 
General Electric Co., Hotpoint Table Appliances 
General Electric Co., Refrigerator 

General Foods Corp., Maxwell House Coffee 
General Foods Corp., Post’s Bran Flakes 
General Foods Corp., Postum 

H. J. Heinz Co., Spaghetti 

International Silver Co., Sterling Silver 
Johnson & Johnson, Modess 

Kroehler Mfg. Co., Furniture 

Lavoris Chemical Co. 

Lehn & Fink, Hind’s Greaseless Texture Cream 
Lehn & Fink, Lysol 

Maybelline Co. 

Morton Salt Co. 

Philadelphia Storage Battery Co. 

Phoenix Mutual Life Insurance Co. 

Royal Typewriter Co. 

Spool Cotton Co. 

U. S. Tobacco Co., Dill’s Best Tobacco 

Vick Chemical Co., Vick’s Vapo-Rub 


.. America’s Best READ Weekly 
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SIFT OR POUR 
NEW CLEANSER 
OF WYANDOTTE 


Wayndotte, Mich., April 15.—Con- 
cluding a year’s consumer survey in 
six representative mid-western cities, 
the J. B. Ford Company has launched, 
through N. W. Ayer & Son, Inc., an 
extensive newspaper and radio cam- 
paign on “New Wyandotte,” a 
cleanser for the home. 

Speed is the theme of the drive.— 
“Lightning-fast—Saves ‘Elbow 
Grease’”’—the slogan. Thorough in- 
vestigation preceded production of 
the new product in a new package. 
Four tentative formulas were pack- 
aged and submitted to housewives by 
door-to-door canvass, with the re- 
quest that they try each can sepa- 
rately and report their favorite, to- 
gether with reasons, to the com- 
pany’s representative on his next call. 

As compensation for their efforts 
the women were given merchandise 
prizes. 

First copy based on the survey, 
appearing this week, says: 


Introductory Copy 


“Wyandotte announces. greatest 
improvement in cleansers for house- 
hold use in thirty years. This sen- 
sational new product saves work— 
cleans faster—is more thorough— 
completely safe—gentle to hands. 

“You’ve long wanted a cleanser 
like this: 

“Fast—to save you time and work. 
Safe—to guard the lovely appearance 
of your home. 

“But until now it has been impos- 
sible to give you one, for no way 
was known to combine Speed and 
Safety in a single cleanser. 

“At last, however, the great re- 
search laboratories of the J. B. Ford 
Company, world’s largest cleaning- 
material manufacturer, have suc- 
ceeded. They have made Wyandotte 
—always the safest cleanser—one of 
the speediest ever known!” 

Distinctive features of the new 
package are two openings, one large, 
designated “pour,” one small, marked 
“sift.” Contents has been increased 
from 10 ounces to 15. 

A free towel is given with each 
package. Stephen D. Fry is adver- 
tising manager. 


Appoint Chairmen 


for Departmentals 

A. C. Allen Henney, of George H. 
McDonald, Ltd., Vancouver, B. C.; 
has been placed in charge of pub- 
licity for the annual convention of 
the Pacific Advertising Clubs Assn., 
Vancouver, July 5-9. Departmental 
chairmen have been named as fol- 


lows: 

Classified, Ralph J. Meyers, Seattle 
Post-Intelligencer; club management, 
Constance M. Patterson, Advertising 
Club of Seattle; community and 
travel, J. T. Crossley, Gerber & Cross- 
ley, Portland; direct maii, J. Corning 
Todd, Todd Advertising Corp., Ta- 
coma; newspaper, C. E. Greenfield, 
O’Mara & Ormsbee, San Francisco; 
outdoor, G. E. O’Neil, Foster & Klei- 
ser Co., Seattle; retail, R. C. Seibird, 
Hudson’s Bay Co., Vancouver; radio, 
Roy Frothingham, National Broad- 
casting Co., San Francisco; sales 
managers, Garnet Weigel, Knight- 
Counihan Co., San Francisco; win- 
dow display, Edgar Nelson, San 
Francisco. 


Gould with Presbrey 
As Vice-President 


Regal Shoe Co., Whitman, Mass., 
has placed its account with the 
Frank Presbrey Co., New York. 

E. D. Gould, former advertising 
and merchandising counsel for Regal, 
has resigned as vice-president of the 
Truly Warner Company to become 
vice-president of the Presbrey 
agency. 


“Packaging Catalog” Out 

The 1932 Packaging Catalog has 
been issued by Breskin & Charlton 
Publishing Corp., New York, publish- 
ers of Modern Packaging. The cata- 
log is now in its fourth year. 


Walker Issues 
Rate Card for 
Local Outdoor 


Detroit, Mich., April 14.—Walker 
& Co. have issued what is said to be 
the first rate-card ever published for 
outdoor advertising. 


It covers local advertising only, 
and extends recognition to local ad- 
vertising agencies through the pay- 
ment of a 10 per cent commission. 
The usual practice in the outdoor 
field, as in newspaper advertising, is 
to deal with local advertising on a 
net rate basis. 


The new card, which is made up 
according to the standard form of 
the 4 A’s, covers 24-sheet posters, 
3-sheet posters, painted bulletins, 
painted walls and electric spectacu- 
lars. 

No national rate-card will be 
issued, as information for national 
advertisers and agencies is available 
through the statistical service of the 
Outdoor Advertising Association of 
America, Inc. 


Block Issues 


Glossary for 
Advertisers 


Chicago, April 14.—The first adver- 
tisers’ dictionary, a small volume of 
synonymous adjectives, has been 
published by Albert L. Block, presi- 
dent of the Display Guild. 

The work takes advantage of “ad- 
vertisers’ license,” much as a poet 
disregards convention to attain 
rhythm. Words have been incor- 
porated that are synonymous only 
through thought associations and 
mental relationships. 

“Many times advertising describes 
articles and entities as ‘sweet,’ or 
‘pure,’ or ‘enduring,’ when only a 
stretch of the imagination could as- 
sociate them as such,” said the com- 
piler. 

“Yet, through constancy of repeti- 
tion, such expressions have been 
adopted by the advertising fraternity 
and reading public. Repeated, even 
though not formal, usage has made 
them invaluable phrases in every 
complete advertising vocabulary. 

“For the sake of modernity, I 
have included a limited number of 
adjectives of negative appeal.” 


Representatives Host 
to Eight Agencies 


Eight agencies were guests of the 
Chicago Newspaper Representatives 
at Medinah Athletic Club April 12, 
H. W. Blakeslee, Western manager, 
Bureau of Advertising, A. N. P. A., 
being the speaker. 

Agencies represented were Hays 
MacFarland & Co., Williams & Cun- 
nyngham, Caples Co., United States 
Advertising Co., Critchfield & Co., 
Collins-Kirk, Inc., Reincke-Ellis Co., 
and William H. Rankin Co. 


Columbia to Cover 
Detroit from Canada 


Columbia Broadcasting System 
will cover Detroit from a new sta- 
tion, CKWO, at Windsor, after June 
1, when WXYZ, Detroit, leaves the 
chain as the result of a dispute over 
evening hours. 

The new station will be operated 
by Essex Broadcasters, Ltd. 


Agency for Borden’s 
Borden’s Ice Cream Co., Chicago, 
has placed its advertising account 
with Seehof & Hoops, Inc., Chicago, 
which will use newspapers and 
posters. 


Appoint Tracy Agency 

F. A. Thompson, Newark, N. J., 
sauerkraut juice, has appointed W. I. 
Tracy, Inc., New York. Newspapers 
will be used. 


Club to Travel 


The Des Moines Advertising Club 
will go to Omaha April 27 for a joint 
meeting. One hundred will make the 


trip. 


KRAFT PUTS CHEESE OUT FRONT 


To induce small grocers to install cheese departments, John H. Platt, 
advertising manager of the Kraft-Phenix Cheese Co., Chicago, has 
designed this elaborate fixture which is free to Kraft dealers. 


Cohon Heads “Forum” 
Advertising Division 

The Jewish Forum, New York, has 
created a new advertising division 
under Morris Cohon, advertising 
manager. 

The new branch will make a bid 
for national advertising. The paper 
is described as the only national 
monthly of orthodox Judaism printed 
in English. 


Miles Quits Motor Shows 


After 32 years of show manage- 
ment S. A. Miles has resigned from 
the National Automobile Chamber of 


Commerce. Future shows will be di- 
rected by the show committee: 
Charles D. Hastings, Hupmobile; 


Alfred H. Swayne, General Motors 
Corp., and A. R. Erskine, Studebaker, 
with Alfred Reeves in charge. 


Brazil Coffee Gains 
-Foothold in England 


The National Coffee Council of 
Brazil has contracted with the Brit- 
ish Coffee Corp., Ltd., London, to 
distribute 225,000 bags of coffee in 
England in the next three years. 

Heretofore Brazil has _ provided 
only 6,500 bags out of a total of 350,- 
000 consumed. 


Offer Cash Prizes for 


Best Window Displays 
Julius Kayser & Co., New York, 
will give cash prizes totaling $3,300 
for the best dealer window displays 
incorporating the company’s ma- 
terial between May 1 and June 1. 
The two classes will be divided 
by 100,000 population. 


Engraver “Buys” Time 

Continental Engraving & Electro- 
type Co., Chicago, is “buying” three 
minutes of time from prospects, en- 
closing a “check” good for 25 cents 
on any order with letters soliciting 
business. Time of the recipient is 
placed at $5 per hour. 


Transfer Eustace 


National Dairy Products Corp., 
New York, has closed its advertising 
department in that city, A. M. Eus- 
tace, advertising manager, returning 
to the General Ice Cream Co., subsid- 
iary at Schenectady. 


Wolf Is Independent 


Lester Wolf has left the Hutchin- 
son-Ricker Co., Terre Haute (Ind.) 
agency and resumed business in the 
Citizens National Bank Bldg., Terre 
Haute, as the Midwest Advertising 
Agency. 


Schmick Elected 
Vice-President 
of Daily Group 


Chicago, April 
Major Market Newspapers,  In¢., 
meeting here this week, elected Wil- 
liam F. Schmick, business manager 
of the Baltimore Sun, first vice-presi- 
dent to succeed the late Harry \T. 
Watts. 

Herbert Ponting, general manager 
of the Detroit News, was named sec- 
ond vice-president, a newly created 
office. 

New directors are John Cowles, as- 
sociate publisher, Des Moines Regis- 
ter and Tribune; Sherman Bowles, 
publisher of Springfield Newspapers, 
Springfield, Mass., and Car] P. Slane, 
publisher Peoria (Ill.) Journal- 
Transcript. 

Newspapers admitted to member- 
ship are the Richmond (Va.) News- 
Leader, Paterson (N. J.) News, New 
Redford (Mass.) Times, and Oregon 
Journal, Portland. 


Mallory House Paneer 
Printed in “Men’s Wear” 


Mallory Hat Co., Danbury, Conn., 
has discontinued publication of ‘“Mal- 
lory Hatter” as a house paper. 

Company’s dealers will be reached 
through spreads in Men’s Wear, bear- 
ing the title of the house organ. 


Start “Tint & Tone”’ 


Save the Surface Campaign, Wash- 
ington, D. C., has started “Tint & 
Tone” following discontinuance of 
“Save the Surface Magazine.” Each 
issue of the new paper will be de- 
voted to a certain room of a house. 


No More Baby Bonds 


With sales of $28,000,000, subscrip- 
tions to the 2 per cent United States 
Treasury certificates issued for the 
anti-hoarding campaign have been 
closed. 


Form Camac Associates 


Edwin W. Hart, Curtin MacAfee 
and Fred W. Mergenthaler have 
formed Camac Associates, direct mail 
agency in the Lafayette Bldg. Phil- 
adelphia. 


Jenter in New Home 
Jenter Exhibits, Inc., New York, 
has moved to 511 Fifth Avenue, the 
telephone number being Vanderbilt 
3-6767. 
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GENERAL COPY 
HELD INFERIOR 
TO INDUSTRIAL 


Chicago, April 12.—E. T. Gundlach, 
president of the Gundlach Advertis- 
ing Company, told the Engineering 
Advertisers’ Association last night 
that most of the trouble with adver- 
tising is due to failure of those who 
produce it to visualize their objec- 
tives clearly. 

“Definition of terms and definition 
of the desired results would make 
advertising much more useful,” he 
asserted. “Direct action calls for 
one type of copy; indirect, through 
dealers, for instance, another style. 
The kind of impressions needed to 
accomplish the desired result is sel- 
dom specified before the advertis- 
ing is written.” 

Mr. Gundlach said that copy-test- 
ing is impracticable unless a suffi- 
cient number of returns, 100 to 500 
at least, is obtained as a basis of 
comparison. The number of pieces 
sent out, or the amount of circula- 
tion involved, is not the important 
factor. 

“Some things that we know abso- 
lutely are frequently disregarded in 
advertising practice,” he said. “For 
instance, we know that color, any 
kind of color, will add 50 per cent to 
the direct pulling power of advertis- 
ing, because of increased attention. 
Before color was so generally em- 
ployed, it could often add 100 per 
cent. 

“Brevity is a fetish which it seems 
impossible to dislodge, although ad- 
vertising experience proves beyond 
question that the interested reader 
will scan the fine type that tells him 
what he wants to know. 


Beating the Board 


“Too many boards of directors try 
to pass on questions of psychology, 
and tell the advertising man how to 
prepare his copy. The only way to 
shut them up is to ask them direct 
questions as to what they want and 
‘(how they intend to accomplish it.” 

Mr. Gundlach complimented indus- 
trial advertisers on the “incompar- 
ably better copy” which they pro- 
duce as compared with the rank and 
file of general advertisers, attribut- 
ing it to the superior intelligence of 
their audiences and the necessity 
for dealing in facts and eliminating 
“fancy writing.” 

G. Earl Wallis, of Wallis & Co., 
Chicago, told how to plan sales pre- 
sentations. He said essential sales 
points should be headlined and high- 
lighted so that they cannot be over- 
looked by the salesman. 

“The presentation of technical 
facts to the non-technical prospect,” 
he said, “requires simplification and 
dramatization. Celotex has sold the 
idea of insulation for homes by edu- 
cating the public on how heat 
travels.” 


Christiansen to Chicago 


for “Business Week” 


H. E. Christiansen has been trans- 
ferred to Chicago by The Business 
Week, New York. 

Mr. Christiansen joined the paper 
shortly after resigning as field man- 
ager for the Advertising Federation 
of America. 


Re-elect Wright 


Major Clinton L. Wright was re 
elected president of the Outdoor Ad- 
vertising Association of Virginia at 
the annual meeting at Norfolk. 
Others elected: Gus Dull, vice-presi- 
dent; E. W. Lamay, secretary-treas- 
urer; Miss Callie Schwartz, assistant 
secretary. Directors are J. J. Hughes, 
Jr., and C. P. Fick. 


Bates Heads Ad-Sell 


Omaha Ad-Sell League closed its 
season by electing Ford Bates, Ne- 
braska Power Co., president. Leon- 
ard W. Trester, General Outdoor Ad- 
vertising Co., is first vice-president; 
H. L. Fentress, Bell Telephone Co., 
second vice-president; Cleo F. 
Flowers, treasurer. 


"> 


ial ae 


zs 


As 


a 
y 


. 
"2 SC 
ae r.¥ | 
. i " ae 
| : wal “sy <5) 4 ® 
ee _ | tox ; 
4 ce by ee . 
: —— . ‘ i : 
Oy | . 4 Tag . ‘ 
a } — |. : 
~~ ‘ ; it Philadetphia : . ‘ ; 
i J i é ~ of pra Cetee : Bey ; | 
me ani 28 Ghee! ; 
oe *, Ai. e184 . | 
roi iris ees wey — - . q ; 
oon” . = BA a) . & 3 
el 3 bs bs FE) ae ‘ae 
a) ae ‘e . ee “ah * hsdpa : ° 
wae 3 eee ert ee ee 
ee ——— Sees? © Sees 
i Bis.) eS ee 
: ie a vb ae ke * ee. ee eed s. ae Be = “ . 
; ae . — 0 os see ee samara 
Lae ae . . ee os % 
; ae . Ri Bis e ° Ry eee & 
apa eS ae se ‘ ae . 
Ce ae So Ree Sigh SE o pe ; :. ‘ 
oe . a . oo iy a me : 
= . ce ee = 4 “TY ; * ; 
eo ee i. A goewe, a > ae | ho... 
ey ret | ee H : . ‘ b SSS 
pnt oF ber ee | Pe i. ai ae SS 
ear ae a ee ak f . a . & ee h 38 . ae ah 
iy, Se ie ae ES Wes 4 aa 
r pak H ae ry “i ~ ' 
v2 = he FES... aero Ps cn -rennaamnenancina asim eae ar aaa = 
ee! a ° Seer ae Pe Gee 
see ‘ : * ~ . fs . q 
1 gas = athe Juexe a iz” F 
ee ; Lee 7 ’ 4 
Lane |  P KRAFT SPHENIX) = 
en ee > ; - 3 
Se peeks fe . K <% 2 
ein ie ‘ : ESE Fo a 
oe i Po : : CH 5 ‘ e 
ee 5 ' A yt . 
el a ; . . Ne ee een ono nd OES mae ‘ ‘ ; 
a PE ye pats ee a : 
ey a a ‘4 ” ’ 
ile 
s ; 
ig = EE ———————— = — a 
eee | 
oi Sk | C 
ee ees 
ition 
Be ce 
Beas; fa, 
ae Bi 
eee es 
a ome 
ieee cia 
sg Ae | 
ee | 
a 
% ; 
os ‘ 
ape 
ov 
sy 
cee) 
se 
ga 
ot Se | Po 
es 7 
ene 
Pune ey 
; Po 
a 
Baral 
ite <i 
Seer | ae 
ay ‘4 } ah Maesaed 
a | ee 
Ee | | 
nibewens 
Ph ee 
Se ethinss 
Sages 
m ee 
ie Oe | — 
a, } 
| 
} 
| 
| 
| 
| | 
| 
rd he ener ern eee ee. eRe iy a, Se eee | oc cee er eet cee een 
aS Reliance eee mes ba es po eet F 2 a GPE gem aia 1 ee eae Seeger ne ene ee fo od ne “ae : Saar e haumreaes ees ee Bris; op aan eerie) cts E ; ee eee eae eae SE es MNS oe 
Sy EE eee ett Baer oe ea eat ee -—? Big? 3p NS Ss 6 ee od hee Se Se ia gage ey a nies ees Dic: Sort ii a eS . ae Sg rae ‘cay ep ee ee ae eee rc? pa -2 ales in| See i Peeters 
ae arene te a “eee ae es Dg Si ao Gite NE oy S pate Tee TO ag SA a ae aa SS ga cS ze 2 aa ie Se Mae is 2 CR Bee lee ; Pe ean esr. hs BO oe Le Amy ts gh ieas cee ee =, aa es Se ait t ‘: £, Se Be Oia ye A eae 
oe: = ESC ORIEL ipa gs i meena are SRE oy, Le a ee 7 ea. se NOR leat Caimi ik oS 2S. 2 ey) E A a Meet hl tl a Rg ES KO oo oR: ce ee Rae east Stet: Biss. Sa ao See abet let hae RRR ee ons ay Ar hor, Paay eS 
>: oe eee cep sie aes tee rane ahi th eed eee Re Sg Ee Were eee co eam 2S ea: i: aes. el oe sh 
er ae ae gers ey OS ae oe a pee eos aes eee ee ae, fap LD Ae Patra ee ee ae RU a ATU fen nS rh fg a aS Ae eg ge ry pide 5, 5” aaa emetic SC LNG em fF Dipe cae Gy. rg ett ye cs hye ONE eae 
2 es 1 4 psoas co eee) aan. aie ote ¥ fe * coy ne SR ee Hee eet ee EE ee ed LR ace te ee Re ee, oo ated Ses PAs ee See He ga B WS: ens eee Se ee sig 2 SE Sania Sey 
“1 BT a ore ee Coots Be oe oe 4 Re ee Sa ee op ) hy ea Pol: oor ae ee ieee, Seaman yeeros Ban ean New e ene Mar ys oa aie ing We eae ink nas et Caen Co An x Oe ifs eae lea eee ee ae Re Ma cr hcae ht ad y” Raat aged lt ak eg ST bs at a alk 


April 16, 1932 


ADVERTISING AGE 


here have the 


eonsumers dollars been 


going since the war 


yo 


Where are they headed now? 


For the past 10 years business men have had to guess 
at the answer to this vital question..... 


In the next 20 weeks they will get it in complete, 


comprehensive form in The Business Week. 


USINESS men had a great 
lesson thrust upon them 


in the past decade. They’ve 
traded in the old slogan about the 
better mouse trap for a new and 
better one: ‘‘The consumer’s pref- 


erence is king.”’ 


Mr. and Mrs. Consumer drove that 
lesson home . . . when they stepped 
on the gas and drove themselves 
about the country, to the dismay 
of the railroads... when they went 
in for automatic refrigeration and 


gave the ice business something to 


think about ... when they left the 
makers of cotton stockings, high 
shoes, parlor stoves and a variety 


of other products, holding the bag. 


Such changes in buying habits are 
a matter of common knowledge. 
These are just a few outstanding 
examples. What is happening to all 
the other products and services that 
are vying for the public favor ? 
What is the complete picture of 
the American consumer market? 


How has the picture changed 


since the war—how is it continuing 


THE BUSINESS WEEK 


to change today—in favor of cer- 
tain products and services, and at 


the expense of others? 


The business man who wants to 
hold the public’s patronage needs 
all these facts. Only then can he 
feel the public pulse, catch the ever- 
changing trend in buying habits, 
and adjust his activities, his prod- 
ucts, his sales appeals, to the new 


order of things. 


Unfortunately, this over-all picture 
has never been available in one 
complete, comprehensive, easy-to- 
understand study. That is, never 


until now. 


For now, after a year’s research 
and study, The Business Week 
is ready to present, to a business 
world that has long been waiting 
for it, the complete picture of 
America’s buying habits. 


In this complete, fundamental 
study will be found 


full information on... 


Why retail sales lag behind total 


consumer expenditures. 


Growing importance of services in 


the consumer market. 


Relative growth of consumed goods 
and durable goods. 


The rapid growth of transporta- 
tion, recreation and education as 


compared to food and clothing. 


How the national consumer budget 


varies with income. 


Where savings, investments, taxes 
and social activities fit into the 


consumer’s budget. 


Analysis of each major classifica- 
tion of expenditure with trends 


over a twelve year period. 


Effect of increasing consumer 
credit. ’ 
How consumption tends to run 

ahead of income year after year 


—and why. 


And hundreds of other conditions 
and trends upon which to build 


sound marketing plans. 


This is NOT a promotion survey 
for the benefit of The Business 
Week’s advertising department. 
It’s an editorial job undertaken 
solely in the interest of the bus- 
iness men who read this journal, 
and who need this information to 
guide their businesses. 

This isn’t a ‘“‘typical town” study 
—it covers the entire country. It 
isn’t a one-year study—it covers 
the entire period from 1919 to 
1930. It isn’t a study of sales ina 
certain type of store or a certain- 
sized city — 
it isn’t a pro- 
jection of 
fragmentary 
data—it isa 
study of the 
purchases of 
our entire 
population 
over this peri- 
od. And it 
covers just about everything the 


American people buy — roughly, 


about a thousand items. 


No matter what your business, 
this study will throw new light on 
your problems—will help you to a 
better understanding of the mar- 
kets in which you are interested. 


It will be presented in twenty news- 
story installments in The Business 
Week beginning with the April 
27th issue. The subscription rate is 
$7.50 per year; $10.00 in Canada. 
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Waterman Starts 
Youngsters After 
Famous Autographs 


New York, April 15.—By offering 
eash prizes for autograph collections 
to boys and girls under 16, L. E. 
Waterman Co., maker of Waterman 
pens and inks, plans to widen the 
juvenile market and influence adult 
sales. 

The contest, which runs from April 
24 to Oct. 1, will be announced in a 
four-color page advertisement in the 
comic sections of the Chicago Tri- 
bune, New York Herald Tribune and 
Hearst newspapers in 17 leading 
cities. Black and white pages will 


be used in May issues of American | 


Boy, American Girl, Boys Life and 
Open Road for Boys. 

The copy bears a coupon good for 
a Waterman autograph album, sup- 
plied through dealers. 

Purchase of Waterman pens and 
inks is recommended on the grounds 
that it would be embarrassing when 
contacting a prominent person to be 
without a pen or to lack one that 
writes satisfactorily, that autographs 
neatly written with a Waterman im- 
prove chances of winning, and that 
the permanent value of the auto- 
graph collection is enhanced by 
Waterman inks. 

The publication advertising fea- 
tures the grand prize of $1,000, 132 
other cash awards totaling $2,500 and 
200 prizes of pens and pencils. Copy 
emphasizes that the collector re- 
mains the owner of his album and 
that some collections have sold for 
thousand of dollars. 

Contestants will be followed up 
with postcards giving encouraging 
suggestions and calling attention to 
the closing date. Parents are ex- 
pected to lend support on the theory 


they are encouraging an educational 
activity. 

Dealers are being supplied with 
leaflets, counter cards and a reprint 
of the comic section advertisement 
to use as a window poster. 

The advertising is directed by the 
Frank Presbrey Company. 


Bittorf President 
of Madison Club 


Fred Bittorf was elected president 
of the Madison (Wis.) Advertising 
Club at the annual meeting. He is 
secretary of the Kilgore Printing Co. 

Arthur Worth is vice-president; 
Lelah Horning, secretary; Carter 
Strand, treasurer. Directors are J. A. 
Fitschen, David Darrah, Emil Cady, 
Ray Perkins and Al Willoughby. 


Get Winthrop Executives 


Calkins & Holden, New York, have 
added five to their personnel, all 
coming from Winthrop & Co. They 
are Robert A. Winthrop, George W. 
Knight, Harry N. Kennedy, H. Gor- 
don Hunter and Allan A. McDonald. 


Stack Succeeds Bowen 


John Paul Stack has become adver- 
tising manager of the Manger Hotels, 
New York chain, succeeding F. F. 
Bowen, who has joined Batchelor & 
Snyder, New England commission 
merchants, as advertising manager. 


Gellman Names Hamilton 


Guy S. Hamilton, formerly with 
Bawden Bros., agency of Davenport, 
Ia., has been appointed advertising 
manager of the Gellman Mfg. Co., 
Rock Island, Ill., electric bread slic- 
ing machines. 


THE AUDIENCE VALUE 


OF 


BROADCASTING TIME 


IS IMPORTANT 
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% OF 1928 DOLLAR VOLUME 


1928 1929 1930 1931 
The Dollar Volume of KDKA and 
WBZ-WBZA Local Commercial 
Accounts is Growing Steadily. 


It tells you what you are getting for your Broadcast Adver- 
tising dollars—important information you are entitled to 


have. 


It is Audience Value—not Coverage—that determines the 
justness of a station’s time charges. 

The Westinghouse Yardstick of Audience Value gives this 
important information that advertisers need. It can be ap- 
plied impartially by any station. It has been applied in the 
Pittsburgh area and in New England to accurately deter- 


mine the actual listeners to 
WBZA. 


stations KDKA and WBZ- 


The results prove that KDKA and WBZ-WBZA have audi- 
ence markets that do yield profitable returns. 


Advertisers are profiting by Broadcast Advertising from 
Westinghouse Radio Stations. Other advertisers are signing 
up to share in the profits that result from the effectiveness of 
this primary advertising force, as evidenced by the steady 
growth of sales of local commercial accounts for KDKA and 


WBZ-WBZA. 


Before you invest in Broadcast Advertising, ask about the 
Audience Value of the time you buy. We have this valuable 
information for Westinghouse Radio Stations KDKA and 


WBZ-WBZA. 


Inquire at any one of our commercial offices. 


BROADCAST ADVERTISING—A PRIMARY ADVERTISING FORCE 


WESTINGHOUSE RADIO STATIONS 


WBZ-WBZA KDKA KYW-KFKX 

990 Kilocycles 980 Kilocycles 1020 Kilocycles 
Boston, Mass., Hotel Bradford ——COMMERCIAL OFFICES——- — New York, N.Y., 50 E. 42nd St. 
Springfield,Mass.,HotelKimball Pittsburgh, Pa., Hotel William Penn — Chicago, I!I., 1012 Wrigley Bldg. 


SELECT BEST 
ADVERTISEMENTS 
AT PITTSBURGH 


Pittsburgh, Pa., April 15.—With 
the Harvard Awards out of the pic- 
ture for the present, the Pittsburgh 
Advertising Club did its share to fill 
the gap this week with its Fifth An- 
nual Advertising Exposition and 
Conference. 

The jury was made up of Ralph 
Yonker, advertising manager, J. L. 
Hudson Co., Detroit; William Kit- 
tredge, art director, R. R. Donnelley 
& Sons Co., Chicago, and H. P. 
Vieth, vice-president, Geyer Com- 
pany, Dayton. 

First awards were made as fol- 
lows: 


NATIONAL MAGAZINE ADVER- 
TISEMENTS: Most effective use of 
text: H. J. Heinz Co., “There's health 
in every ruddy glass.” 


Most effective in use of illustra- 
tion: Aluminum Co. of America, 
“Down the roads flash aluminized 
trains.” 


Most effective use of hgadlines: H, 
J. Heinz Co., “What she Knows about 
your husband.” 

Most effective use of typography: 
Westinghouse Electric & Mfg. Co., 
“Tallest building in a city of steel.” 

Most effective in combination of all 
elements: Aluminum Co. of America: 
“Smart, yet too smart to flaunt their 
economy.” 


TRADE 
MENTS: 

Best use of text: Pittsburgh Steel 
Co., “1932 is a good year for chickens.” 

Best use of illustrationss: Union 
Switch & Signal Co., ““Modern business 
requires expedited service.” 

Best use of headlines: Republic Steel 
Corp., “That your doors may swing 
freely.” 

Best use of typography: Lee §. 
Smith & Sons Mfg. Co., “The denture 
material.” 

Best combination of elements: 
American Stainless Steel Co., “Those 
dear dull days are gone.” 


NEWSPAPER ADVERTISEMENTS: 
(institutional or good will): 

Best use of text: Edward A. Woods 
Co., “I am 46 years old.” 

Best use of illustrations: Farmers 
Deposit National Bank, “Work for 
many hands;” headlines: Farmers De- 
posit National Bank, “New cars for 
nickels;” typography: Mellon National 
Bank, “Foreign contacts;” all ele- 
ments: Kaufmann’s, “A late Christ- 
mas but a great Christmas.” 

Sales or merchandising: 

Text: Boggs & Buhl, “Won't you 
come and take a walk through our 
gift shop;” illustrations: Kaufmann’s, 
“Straws;” headlines: Joseph Horne 
Co., “Get that overcoat;” typography: 
A. & P., “Grandmother’s bread.” 


COMPLETE CAMPAIGNS: trade 
papers: American Stainless Steel Co.; 
newspapers, Great Atlantic & Pacific 
Tea Co. Complete local campaign in- 
cluding two or more forms of adver- 
tising, National Fireproofing Corp. 


DIRECT MAIL: complete institu- 
tional campaigns, Fidelity Investment 
Assn.; complete merchandising cam- 
paign, Reliance Life Insurance Co.; 
sales letters, John E. Davis and Re- 
liance Life Insurance Co.; House 
organs: internal, “Public Service,” 
Philadelphia Co.; external, “Modes & 
Manners,” Joseph Horne Co. 

Catalogs; Heyl & Patterson Co.; 
bulletins, Edwin L. Wiegand Co.; 
booklets, Chatham Village; brochures, 
Republic Steel Corp.; books, Alumi- 
num Co. of America; folders, Alumi- 
num Co. of America; broadsides, 
Joseph Horne Co.; business announce- 
ment, Pittsburgh Club of Printing 
House Craftsmen, 

Mailing cards, Gimbel’s; envelope 
enclosures and inserts, Edwin L 
Wiegand Co.; blotters, Robert Raws- 
thorne Co.; magazines, University of 
Pittsburgh Record; envelopes, Na- 
tional Radiator Corp.; letterheads and 
envelopes, Law & Finance Bldg. 

SIGNS, POSTERS AND STREAM- 
ERS: indoor posters, H. H. Heinz Co.; 
posters and display cards, Kauf- 
mann’s; window streamers, Gimbel’s; 
metal signs, Gulf Refining Co. 

OUTDOOR ADVERTISING: painted 
boards, Campbell & Woods Co.; elec- 
tric signs, Suburban Electrical De- 
velopment Co. 


H. S. Metcalfe, West Penn Power 
Co., served as general chairman for 
the exhibit. William C. Arthur is 
president of the club. 


PAPER ADVERTISE- 


New Bus Travel Paper 


The Travel-Log, a monthly maga- 
zine to be distributed on interstate 
motor buses operating out of New 
York, will make its appearance May 
10. It will be published by the Tour- 
ist Publishing Corp., New York, with 
S. J. Simon as editor and M. Kretch- 
mer business manager. 


START CHAIN OF SPECTACULAR DISPLAYS 


Anheuser-Busch, Inc., has erected the first of a series of spectacular neon-illumi- 
nated clocks, with Westminster chimes that toll every 15 minutes, in St. Louis. 


Lorillard 
$37,500 Contest 
For Old Gold 


New York, April 15.—P. Lorillard 
Company used 900 newspapers this 
week to announce prizes of $37,500 
for the best answers to “What makes 
the Old Gold cigarette so popular?” 
The copy will run to May 15, when 
the contest closes. 

Contestants were given detailed in- 
structions as to how to get the right 
answer. First prize is $20,000 and 
the copy made mouths water with 
this comment: 

“The $20,000 capital prize, in- 
vested in a 6 per cent mortgage, 
means a yearly income of $1,200.” 

Judges are Anne Morgan, daughter 
of the late J. Pierpont Morgan; Irvin 
S. Cobb, humorist, and Grantland 
Rice, sports authority. 

Lennen & Mitchell are placing the 
copy. 


Blotters as Medium 


I. F. A., Inc., New York, has devel- 
oped the blotter as an advertising 
medium, putting messages on blot- 
ters distributed to homes and offices 
at regular intervals. “Circulation” 
is now placed at 32,000. E. Ponche- 
let is in charge at 117 East 24th St. 


Repeat Three-Decker 


Plymouth Motor Corporation, De- 
troit, is repeating its sensation of 
last summer in the old home town— 
a three-deck poster group on West 
Grand Boulevard at the head of Cass 
Avenue. 


Gets Gager Lime 


Gager Lime Co., Chattanooga, 
Tenn., has appointed Lake-Spiro- 
Cohn, Ine., Memphis, to direct the 
advertising of Gager’s house and gar- 
den lime. Newspapers and radio will 
be used. 


Ayres Promotes School 


W. W. Ayres, promotion manager 
of the Knoxville (Tenn.) Journal, 
has been placed in charge of the 
cold cooking school sponsored by the 
paper. 


Slater Gos to Wichita 


W. M. Slater has resigned from the 
advertising staff of the Knozville 
(Tenn.) Journal to join the Wichita 
(Kans.) Eagle. 


BOSTON BRANCH 


Boston, Mass., April 15.—A merger 
of the Porter Corporation, Boston, 
and Charles W. Hoyt Company, New 
York, under the latter’s name, has 
been announced by Leonard J. Ray- 
mond and Winthrop C. Hoyt, presi- 
dents of the two agencies. 

George N. Merritt, general man- 
ager of the Porter Corporation, be- 
comes vice-president and manager of 
the new Boston office of the Charles 
W. Hoyt Company. 

Dickie-Raymond, Inc., direct mail 
advertising, affiliated with the Por- 
ter Corporation, will maintain a sim- 
ilar connection with the Hoyt 
agency, although it is an indepen- 
dent concern. 

Among Porter clients are Cham- 
berlain & Co., Boston, food products; 
LeBoeuf Fountain Pen Co., Spring- 
field, Mass.; Maine Mfg. Co., Nashua, 
N. H., electric refrigerators; S. S. 
Pierce Co., cigars and United Busi- 
ness Service, Boston. 


Loan Account to Rankin 


Globe Industrial Loan Corp., New- 
ark, N. J., has placed its account 
with the William H. Rankin Co., 
New York. Newspapers, radio and 
direct mail will be used. 


Start Outdoor Survey 


The Outdoor Advertising Associa- 
tion of Illinois has started a trade, 
traffic and plant survey of 38 retail 
trading areas, with H. B. Rasmussen 
in charge as field engineer. 


“Monitor” in Florida 


Christian Science Monitor has 
established a Southeastern advertis- 
ing office at 1229 Ingraham Building, 
Miami, Fla., with Sylvan G. Cox in 
charge. 


Gets Simplex Account 


Simplex Piston Ring Sales Co., 
Cleveland, has placed its account 
with the Cleveland office of Clark- 
McDaniel-Fisher & Spelman. 


Improve Kitchen Aid 


The Manning-Bowman Co., Me- 
riden, Conn., has introduced a new 
type of electric kitchen mixer retail- 
ing for $18.75 complete. 
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VITAMIN COPY 
CAUSES PROTEST 
BY STATE BODY 


(Continued from Page 1) 


seem to be intended to create the im- 
pression that the processes used by 
that company with canned fruits and 
vegetables are different from those 
used by other high-grade canners, 
particularly as far as the mainte- 
nance of vitamin content is con- 
cerned; 

“And whereas, in our judgment 
such advertising is a detriment to 
the whole canning industry and will 
have an unfavorable effect on the 
National Canners Association adver- 
tising campaign by casting unfair 
reflections on brands other than Del 
Monte; 

“Be it resolved, that this matter 
be brought to the attention of the 
National Canners Association, Na- 
tional Wholesale Grocers Associa- 
tion, American Wholesale Grocers 
Association, National Chain Stores 
Association, and the chairman of the 
N. C. A. advertising campaign, as 
well as the California Packing Cor- 
poration, protesting against the con- 
tinuance of advertising of this na- 
ture.” 

The Del Monte campaign is one of 
the largest ever staged by the com- 
pany. Full pages are being used in 
newspapers in 55 markets. Sunday 
magazine sections of 28 papers are 
on the schedule, as are The Ameri- 
can Weekly, Collier's, Liberty, The 
Literary Digest and The Saturday 
Evening Post. The campaign is being 
merchandised extensively through 
trade journals. 


N. C. A. Is Calm 


Washington, D. C., April 15.—The 
National Canners’ Association has 
taken no action on the resolution 
adopted by the New York State asso- 
ciation, a representative said. 

He added that any action will have 
to come from the board of directors, 
which is not scheduled to meet in 
the immediate future. 


Feature Advertising 


at Journalism Week 


Advertising will be given a full 
day during the 23rd annual journal- 
ism week of the School of Journal- 
ism, University of Missouri, Colum- 
bia, May 1-7. 

Among speakers will be James M. 
Higgs, vice-president, Ehlinger-Higgs 
Advertising Agency; Sidney Carter, 
Rice-Stix Dry Goods Co.; Adelaide 
Hazeltine Jones, Scruggs-Vander- 
voort-Barney; Douglas V. Martin, 
Jr., Globe-Democrat, all of St. Louis. 


Sculptors Enter 


Commercial Field 


P. P. Caproni & Brother, Inc., Bos- 
ton, has created a commercial de- 
partment to offer advertisers repro- 
duction of trade-marks and trade fig- 
ures in sculptured form for display. 
C. G. Buchanan is in charge. 

The company is producing a bas 
relief reproduction of an electric re- 
trigerator, used as a display stand 
for an electric ice cream freezer 
made by S. M. Howes Co., Boston. 


Ehlinger & Higgs 
Expand to St. Louis 


Ehlinger & Higgs, Ine., Tulsa, 
Okla., has opened an office in the 
Railway Exchange Bldg., St. Louis, 
James H. Higgs, vice-president, being 
in charge. 

Milburn Kusterer, formerly with 
Ivy Lee & Associates, New York, has 
been appointed public relations coun- 
sel at St. Louis. He was advance 
man for the United States tour of 
Col. Charles A. Lindbergh in 1927. 


“On to New York,” 


Says Younggreen 


Charles C. Younggreen, vice-presi- 
dent, H. E. Lesan Co., Chicago, has 
been appointed chairman of the Na- 
tional On-to-New York Committee for 
the A. F. A. convention. 

Mr. Younggreen held this position 
last year. 


CELLOPHANE SHOES 


Shoes Made of 
Cellophane Get 
St. Louis Debut 


St. Louis, Mo., April 15.—Cello- 
phane shoes, manufactured by Moul- 
ton-Bradley, Inc., were displayed yes- 
terday in the Scruggs-Vandervoort- 
Barney department store, prepara- 
tory to national distribution. Sev- 
eral factories of the International 
Shoe Company will also produce the 
line. 

Application of cellophane fabric in 
shoes was made by the Brooks Paper 
Co., St. Louis, Western distributor 
for E. I. duPont de Nemours & Co. 
Brooks is also introducing a cello- 
phane pouch for original package use 
by shoe manufacturers, and a house- 
hold roll of cellophane. The roll is 
accompanied by a_ booklet telling 
how to make belts, hat bands and 
other articles to harmonize with 
cellophane shoes of any color. 

The cellophane shoes retail for 
$7.50. Light weight, wide range of 
color and durability are features. 
Cellophane, cut in strips, is twisted 
around a cotton core, forming a 
thread. A fabric woven of this 
thread forms the body of the shoe. 
Models now being shown are made 
up with narrow leather trim. 

Manufacture of the shoes requires 
no adjustment of shoe machinery. 


Redfield Succeeds 
George D. Olds, Jr. 


William F. Redfield has become 
general sales manager of Hills 
Brothers Co., New York, Dromedary 
food products. He succeeds George 
D. Olds, Jr., resigned to take up 
work in another field. 

Mr. Redfield has been with the 
company since 1921. After two years 
in charge of Dromedary products in 
Europe, he was recalled in 1927 to 
become export sales manager and 
sales manager of Eastern division. 


Detroit Elects Four 


The Adcraft Club of Detroit has 
elected four directors in anticipation 
of the annual meeting April 19. They 
are Walter C. Boynton, Unwin-Boyn- 
ton-Stocker, Inec.; George M. Slocum, 
Capper-Harman-Slocum, Ine.; Verne 
W. Tucker, Campbell-Ewald Co., and 
Herbert Ponting, general manager, 
Detroit News. 


“Times” Official Dead 


Ben C. Franck, secretary of the 
New York Times, died last week of 
pneumonia at the age of 75. He was 
associated in the newspaper business 
with Adolph S. Ochs, publisher of 
the New York Times, his cousin, for 
almost 50 years. 


Dimmitt Recalled 


C. E. Dimmitt has been recalled by 
the J. C. Penney Company, New 
York, to direct West Coast activities. 
He retired in 1925. 


“Listen” to Texas 
The Texas Company, New York, 
will present a_ half-hour weekly 
N. B. C. program, beginning April 26. 
Hanff-Metzger, Inc., is in charge. 


Lewis to St. Louis 


James N. Lewis, late of Grauman- 
Jennings Studios, Chicago, has joined 
the Wallace Bassford Studios, 
Louis. 


St. 


4,880,000 SEE 
GMC EXHIBITS; 
PRICES ADVANCE 


Detroit, April 15.—Encouraging re- 
sults are seen in final figures of the 
automotive industry’s drive to “break 
the buying dam.” 


General Motors reports 4,880,800 
persons visited its exhibits in 55 
cities concluded last week-end. Sales 
of cars and trucks by dealers were 
57,000. 

Five first cities in attendance were 
Detroit, Pittsburgh, San Francisco, 
Boston and Cleveland. 

Alfred P. Sloan, Jr., president, de- 
clared: 

“Unquestionably an enhanced in- 
terest in new automobiles has been 
created by these exhibits. They have 
shown that people desire new cars.” 

B. J. Koether, director of the Gen- 
eral Motors sales section, said pub- 
lic interest transcended that shown 
at the automobile shows’ three 
months ago. 

Hudson reported increased interest 


Deliver Samples 
by Grocery Boy 


Boston, Mass., April 15.— 
Boston Food Products Com- 
pany is using grocery delivery 
boys to get samples into homes. 

When the store does not 
carry the line, the deal is made 
direct with the boy in charge 
of deliveries. 


and sales during its “Pacemaker 


Week.” 

Production at the Plymouth plant 
has been stepped up to 1,100 units a 
day, which means that up to and in- 
cluding April 30 more than 30,000 
new Plymouths will have been built 
and shipped to dealers. More than 
5,000 orders, in addition to those 
previously reported during the first 
week after the new car announce- 
ment, have been received within the 
past few days, according to B. E. 
Hutchinson, chairman of the Ply- 
mouth board. 


Chrysler Is Busy 


Chrysler Sales Corp., division of 
Chrysler Corp., has swung into a 
spring program promising sustained 
activity for an indefinite period. At 


the same time the organization has 
inaugurated a campaign for new out- 
lets for the expected increase in vol- 
ume. 

Studebaker, Rockne and Pierce-Ar- 
row passenger car sales reported to 
March 20, show an increase of 20.3 
per cent over the same period last 
year. 

Confidence in buying power is re- 
flected in price increases averaging 
about $100 by five manufacturers in 
the higher priced field. 

Ford Motor Company plans to turn 
out betweeen 700 and 800 cars a day 
within a week and to pass the 1,000 
mark before May 1. 


Heinz Sponsors Palooka 


H. J. Heinz Co., Pittsburgh, pre- 
sented Joe Palooka, newspaper sport 
page character, April 12, in the first 
of a semi-weekly series over Colum- 
bia Broadcasting System. Maxon, 
Inc., Detroit, is the agency. 


Lewis-Waetjen Appointed 

Drug Products Co., Inc., New York. 
has placed its advertising account 
with Lewis-Waetjen Agency, Inc., of 
that city. 


Pootatuck to Wales 


Pootatuck Mfg. Co., Stratford, 
Conn., mitering tools, has appointed 
Wales Advertising Co., New York. 


follows: 


Newfoundland 
Nova Scotia 
New Brunswick 


after the announcement. 


Newfoundland 
Nova Scotia 
New Brunswick 


Total Circulation Eastern Provinces—14,262 


The Monthly Went National! 


Just seven months ago was announced the most aggressive step ever under- 
taken by a Canadian magazine. It was not only the talk in Canadian advertising 
circles, but in the United States as well. How could a publication in times such as 
these set a goal in twelve months that of the largest circulating magazine in the 
Dominion? Faith in the Monthly on the part of the publishers was understandable, 
but just what would be its acceptance by the reading public? 


Here is what happened. Before our expansion program circulation figures 
for the six months' period ending June 1931 in the eastern provinces were as 


ee Prince Edward Island....... 228 
oa or ER RE CESS 1,421 
a.) er ee wa 9,323 


Here is how the circulation stands in these same provinces seven months 


Pee ie A 1,173 Prince Edward Island....... 613 
Serato tana ean 6,003 . > gl ee 
Mae ee ee) ee 3,890 eee 
Total Circulation Eastern Provinces—53,563 
An interim circulation of 145,000 A.B.C. was guaranteed for the April issue. The total 


actually delivered is in excess of 153,000. 


The five largest United States national magazines circulating in Canada dropped 95,000 
Canadian circulation in the last six months of 1931 as compared with the first six months of 
the same year. The Western Home Monthly found 35,000 new outlets in the same period 
Just figure it out. (The circulation gain of other Canadian magazines in this period was prac- 
tically negligible. 


Any gains made were quite frankly credited to Christmas offers.) 


These facts show that not only has the Monthly received 
the greatest confidence ever accorded a periodical by the 
magazine reading public, but that the publishers’ judgment 
was sound and a per capita coverage is being developed in 
the eastern provinces similar to that now enjoyed in 


Canada. 


months’ period. 


VYHE WESTERN 


ME MONTHLY 


PUBLISHED AT WINNIPEG 


EASTERN OFFICE: 315 TORONTO HARBOR COMMISSION BLDG., TORONTO, ONT. 
WESTERN OFFICE: 713 HEARST BLDG., SAN FRANCISCO, CALIF. 


“CANADA'S GREATEST MAGAZINE” 


The manufacturer most anxious to hold his sales 
and increase them now and in the future should hook up 
with the magazine that can increase its sales 56%, in a twelve 


estern 
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ADVERTISING AGE 


April 16, 1932 


Paterson Joins Terry 


Stanley Paterson, late of the Grau- 
man-Jennings Studio, Chicago, has 
associated with Harry Terry, 62 
East Lake St., Chicago, in a photo- 
graphic and art service. 


Start Chicago Weekly 


Chicago Saturday Night, a weekly 
newspaper, began publication April 9. 


Sell Iowa with 


color 


in the 


DES MOINES 

REGISTER AND TRIBUNE 
and black in’ Daily A, Ae ‘news sections 
. +. . four colors in Sunday Rotogravure 
. » « four colors in Sunday Comic 

and Feature Sections 
Circulation exceeds 245,000 
Daily and 210,000 Sunday 


are the advantages of liv- 
ing at the Winthrop that 
we hope you'll drop over 
and get acquainted. 

& 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 


* 
Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


| 
| 


2 ADVERTISERS 
TO C0-OPERATE 
IN SMILE HUNT 


Detroit. Mich., April 15.—Agfa- 
Anseco Corporation, Binghamton, 
N. Y., manufacturer of still and mo- 
tion picture photographers’ supplies, 
and the lIodent Company, Detroit, 
tooth paste, will conduct a unique Co- 
operative “National Smile Hunt” 
from May 15 to August 6. 

A combined appropriation of about 
$350,000 will be put behind the con- 
test. Newspapers, 24-sheet posters 
and an N. B. C. radio hook-up will 
be used. 

Twelve weekly contests will be 
staged in the search for “the bright- 
est smile in America.” The owner of 
the smile will receive the grand prize 
of a two week’s trip to Detroit, New 
York, Philadelphia and other cities, 
or $500 in cash. 

Entrants will send the Iodent 
Company snapshots of their own or 
any other bright smiles they can dis- 
cover. Any camera, film or photo- 
raphic paper may be used. 

It is estimated that every contest- 
ant will visit his drug store for sup- 
plies at least three times. Photo- 
finishers are co-operating, providing 
each druggist and camera dealer 
with free display materials to tie his 
store to the national smile hunt. 
Photographs must be accompanied 
by the end of an Iodent carton or a 
copy. If the entrant sends with his 
print the label from a package of 
Agfa-Ansco film, the company will 
send him a free roll of film. 

Weekly prizes include three $260 
Cine-Ansco home movie outfits, and 
370 other cameras. The dealer 
named on the back of the winning 
photograph will receive prizes with 
an aggregate value of $130 from 
both manufacturers. 


Advertising Age 
publishes the 
news while 

it’s news 


vWv 


$1 a Year..52 Issues 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 

You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 


Bugbee Is Chairman 
of Agency Council 


Harold Bugbee, of Walter B. Snow 
& Staff, has been elected chairman 
of the New England Council of 
Advertising Agencies, succeeding 
George R. Dunham, Greenleaf Co., 
now council representative on the 
national board. 


Newly elected council directors 
are Messrs. Bugbee and Dunham; 
Edward Parent, Lavin & Co., and 


Marshall I. Hough, H. B. Humphrey 
Co., all to serve two years. The 
term of the fifth director, Kenneth 
A. Grubb, Daniel Starch & Staff, ex- 
pires next year. 


Grand Rapids Club 
Picks New Officers 


Lee V. Mulnix is the new presi- 
dent of the Advertising Club of 
Grand Rapids; Frank W. Steketee, 
vice-president. Wilson Van Hinkle 
was reelected secretary-treasurer. 

New directors are Henry Wal- 
strom, Phil Johnson, Tom Kraai, 
Charles Hargrave, Fred VanKeulen 
and A. Wm. Honecker. 


Byrnes to Address 


Business Publishers 


W. J. Byrnes, director of publicity 
for the Chicago Tribune, will speak 
at the April 25 meeting of the Chi- 
cago Business Papers Assn. 

One of the ablest prométion execu- 
tives in the newspaper field, Mr. 
Byrnes will discuss publishers’ pub- 
licity problems. 


McLennan and Strom 


Join “Florida Farmer” 


C. M. McLennan has resigned as 
advertising manager of the Florida 
Grower to join Florida Farmer, 
Jacksonville, in the same capacity. 

Clifford M. Strom has been named 
Western representative, with offices 
in Chicago. 


To Display Steel House 

Ferro Enamel Corp., Cleveland, is 
erecting a model of a new type of 
home constructed of porcelain 
enameled steel sheets on a steel 
framework. Eight steel companies 
are supplying the steel. 


Boyle Goes to “Post” 


J. Mora Boyle has relinquished his 
recent appointment to the Kansas 
City Journal-Post to return to New 
York as advertising manager of the 
Evening Post. He succeeds Harry R. 
Brown, resigned. 


Stockman Moves 


A. M. Stockman Advertising 
Agency, New York, has moved from 
20 Vesey St. to the Heatherton Build- 
ing, 239 W. 30th St. The new tele- 
phone number is Penn. 6-7273. 


Appoint Silberstein 


Berth Robert-Gross, Inc., New 
York, mail order women’s apparel, 
has placed its advertising with Al- 
fred J. Silberstein, Inc., New York. 
Magazines will be used. 


Restaurants Advertise 


Omaha restaurants have started a 
newspaper campaign urging more 
dining out, copy being provided by 
American Restaurant, Chicago. Twen- 
ty-one restaurants are participating. 


Pfister Leaves Agency 


Ralph Pfister has resigned as dis- 
play director of MacDougall-South- 
wick, Seattle agency. Allen Dean 
succeeds him. 


Dermay to Sharp 


Dermay Laboratories, Cleveland, 
cosmetics, have appointed Ralph W. 
Sharp and Associates, Cleveland. 
Radio and newspapers will be used. 


Lawrence Suffers Mishap 


Richard J. Lawrence, advertising 
man of Trenton, N. J., was severely 
injured last week in an automobile 
accident near Rochester, N. Y. 


Heymann’s New Field 

Max Heymann, formerly with the 
Kirtland-Engel Co., Chicago agency, 
has joined Kaufmann & Fabry Co., 
Chicago photographers. 


Choose N. W. Ayer 


Wahnetah Silk Co., New York, has 
appointed N. W. Ayer & Son, Inc., 
Philadelphia. 


PRATT ROASTS 
INEFFICIENCY 
AS T.P.A. ELECTS 


New York, April 15.—The charge 
that advertising, riding during pros- 
perity on the top of a wave and tak- 
ing credit for it all, has since then 
quit cold and lain down on the job, 
was made Wednesday night at the 
annual meeting of the Technical 
Publicity Association by Verneur E. 
Pratt, president of the Sales Guild. 

Mr. Pratt, formerly in high posi- 
tions with Sears, Roebuck & Co., Mc- 
Kesson & Robbins and other leading 
houses, made a plea for the applica- 
tion of laboratory methods to adver- 
tising and sales promotion. 

Selling time, he declared, is actu- 
ally 94 per cent waste, and a sales- 
man’s time is spent 40 per cent in 
travel, 20 per cent in waiting, 14 
per cent in explaining. Adding only 
3 per cent more time to actual sell- 
ing work would mean a 50 per cent 
increase in efficiency. 

Bankers who have been forced to 
take charge of businesses have been 
disquieted to find out how uncertain 
and haphazard advertising proced- 
ures are, Mr. Pratt asserted, indicat- 
ing sympathy with the opinion that 
these operations can be charted with 
reasonable accuracy by scientific pre- 
liminary investigation. 


Value of Customer 


A grand piano is sold once, and 
takes a long time to sell, with prob- 
ably no repeat; but McKesson & 
Robbins estimated that they could 
afford to spend $6.50 to make a con- 
sumer buy a 50-cent tube of tooth- 
paste, because he would use the 
brand for a year and a half, once 
sold. In passing, he paid his respects 
to the wasteful and inefficient meth- 
ods of the typical agency copywriter, 
who gets away with murder because 
he hasn’t been compelled to get down 
to effective work. 

Of 100 company presidents, only 

six had been advertising men; 41 
were sales managers, 23 auditors, 12 
attorneys, 18 miscellaneous, the 
speaker said, suggesting that this 
was because all but the advertising 
man can show precisely what he is 
doing and has done. 
The election of officers, following 
nominations reported by a committee 
headed by H. B. Bolander, of the 
Simmons-Boardman Company, §re- 
sulted as follows: 

President, J. R. Schmertz, Mathie- 
son Alkali Works; first vice-presi- 
dent, George R. Holmes, SKF Indus- 
tries, Inc.; second vice-president, H. 
H. Wilkinson, Permutit Company; 
secretary-treasurer, Sidney W. Dean, 
Jr., J. Walter Thompson Co. 

Directors, Leon H. A. Weaver, 
Superheater Co., retiring president; 
B. H. Miller, J. Walter Thompson 
Co.; H. J. Payne, Associated Busi- 
ness Papers, Inc.; Allen Dow, Print- 
ers’ Ink. The election was unani- 
mous. 


Day Transfers 
Arthur N. Day, formerly with 
Beecher-Cale-Maxwell, St. Louis, has 
joined the Hart Vance Co., St. Louis, 
as manager of accounts. 


Picked by Chamberlain 


Ruthrauff & Ryan, Chicago, have 
been appointed by Chamberlain Lab- 
oratories, Des Moines, Ia. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


POSITIONS WANTED 


Young woman, 23, college graduate, 
seeks opening in advertising or pub- 
lishing. Knows’ shorthand and 
stenography. Majored in English 
and psychology. Remuneration un- 
important. Box 131, ADVERTISING 
AGE, Chicago. 


Radio, Building Material, Hardware 


Twelve years’ experience in the 
above fields as advertising manager 
for a retailer and a manufacturer. 
Also copy and contact man for pub- 
lisher. A practical man who can 
cooperate with the sales department 
to get the most out of the advertis- 
ing dollar. Age 36. Willing to locate 
anywhere. Box 109, ADVERTISING 
AcE, Graybar Building, New York. 


Young advertising research man 
wants position with opportunity of 
becoming copywriter. College man. 
Box 132, ApverTISING AGE, Chicago. 


Outdoor Secretaries 


Organize Association 


To standardize national practices 
and to engage in other constructive 
work, secretaries of state and reg- 
ional outdoor advertising associa- 
tions have organized a national asso- 
ciation. 

Officers are Don V. Daigneau, 
Austin, Minn., chairman; James E 
Cassady, Knoxville, Tenn.,  vice- 
chairman; John M. Paver, Chicago, 
secretary; and H. E. Fisk, Chicago, 
treasurer. 

Directors are C. W. Burrell, Provi- 
dence, R. I.; J. S. Phillips, San An- 


tonio, Texas; Tom Nokes, Johns- 
town, Pa., and Fred E. Trainer, 
Ackley, Ia. 

Ask Radio Station 


for Insurance License 


The Kentucky Insurance Depart- 
ment has ordered a Hopkinsville 
radio station to stop acting as 
“agent” for an insurance company 
unless it takes out a license. 

While the department does not 
question the right of the station to 
advertise over the air for a Missouri 
accident company, it ruled the com- 
pany has no right to receive and for- 
ward applications. 


Miss Little Is Space-Buyer 


Miss Helen M. Little has been ap- 
pointed space-buyer for the Gris- 
wold-Eshleman Company, Cleveland 
agency. She has been with the 
agency for 16 years. She succeeded 
H. T. Bourne, who is now operating 
an agency in Cleveland under his 
own name. 


Woolf Recovers Health 


Jim Woolf, his health restored 
after six month’s absence for treat- 
ment and rest, returned to the Chi- 
cago office of the J. Walter Thomp- 
son Co. this week. 


N. A. E. A. Meets June 20 


The annnual meeting of the News- 
paper Advertising Executives Asso- 
ciation will be held in New York 
June 20-22, during the Advertising 
Federation of America convention. 


New York Agency Expands 

Hommann, Tarcher & Sheldon, 
Inc., New York, will move April 25 
to larger quarters at 500 Fifth Ave. 


W/ 


Outdoor Poster 


Advertising in Milwaukee 


One medium at lowest cost 
reaches all Milwaukee every day 


/CREAM CITY OUTDOOR ADV. CO. 
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IN 300 N. Eighth St. 
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April 16, 1932 


ADVERTISING AGE 


66 , : 
M Y viewpoint towards ad- 
vertising is somewhat different 


from your own. I am for it 
when it produces — dead 
against it when there are no 
tangibles to credit against the 
expenses it incurs. 


“T have seen ghastly adver- 
tising fizzles and heard from 
my associates about others, 
and I have not heard enough 
of the constructive work that 
advertising has done and is 
doing in behalf of business in 
this period of stress. 


“If advertising will help 
one of the companies in which 
I am interested to increase its 
sales I am very much for it— 
but I want to be shown specif- 
ically and factually what the 
benefits are to be. How are 
they to be brought about? 


What evidence is there that 
the ‘A. B. C.’ agency or the 
‘D. E. F.’ magazine or. news- 
paper is in a position to do the 
job for this Company of 
mine? 


“Place me in possession of 
this kind of sound, practical, 
proven material and there will 
be far less heard of shrunken 
advertising appropriations, 
hand-to-mouth advertising 
policies that preclude creative 
planning and the other evils 
that are on the tips of advertis- 
ing tongues at the present 
time.” 


The importance of cultivat- 
ing the Banker is too widely 
admitted by advertising men, 
and too definitely proven by 


RITE for a booklet 

which shows Banker 
Influence in 29 companies 
whose advertising expendi- 
tures total approximately 
$50,000,000. If you haven't 
seen the Journal in its new 
format we'd like to send you 
a copy. No obligation, of 
course. 


all the facts in the case to re- 
quire a discussion. 


What does demand discus- 
sion, however, is this—“How 
can I reach the Banker most. 
effectively with the minimum 
outlay in money?” 


There is a medium that is 
exclusively for Bankers, ren- 
dering Bankers a constructive 
service, and giving them in- 
formation they must have in 
their business. This is the 
kind of publication you are 
interested in today, because it 
will do the job for you at one 
time and with one small ad- 
vertising expenditure. It is 
the American Bankers Asso- 
ciation Journal. 


May we tell you more about 
itP 


AMERICAN BANKERS 


Association 


JOURNAL 


22 East 40th St. 

ALDEN B, Baxter, 4dv. Mgr. 

J. Howarp SNow . F 
R. W. KNEEBONE, 230 No. Michigan Ave. ‘ 


R. J. Birch & Co. « ws 


Los Angeles and ae! Francisco 
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14 ADVERTISING AGE April 16, 1932 


PHOTOGRAPHIC REVIEW OF THE WEEK 


PONTIAC'S APRIL POSTER STRIKES NOTE OF CHEER 


SINGING IN THE BATH TUB 


——___$—_, ——————————— 


te 


HEADS C. C. A. ANNIVERSARY SEAL IODENT STAR 


A’LESCHEN & SONS ROPE Co 
SY LOUIS U.S 


Mancsses ras SES 


¥ = 


a 


Miniature set and photograph by George Hukar, Underwood & Un- 
derwood, for Tudor City advertising by Lyman Irish & Co., New York. 


. ie Poster which marks 75th anni- 
Se Cveersary of A. Leschen & Sons 
William Knust, advertising manager of Rope Co., St. Louis. The dark Jane Froman, called "the most 
National Lead Co., New York, who has strand appears in red in the beautiful girl on the air," is fea- 


become et Sans Circu- original. It is the company's tured in poste ex program 
ee trade-mark. =a 


MACY OFFERS PROOF THAT 1932 PRICES ARE LOWER 


MAIDEN AT THE BATH 


Study by Lejaren 4 Hiller for Martex towels, part of the current ex- 
hibit of work of Underwood & Underwood photographers at the 
New York studios. 


REST FOR WEARY ADVERTISING MEN 


a Barren & Nooade Ost) 


Lounge in new quarters of Cleveland Advertising Club in Hotel 


R. H. Macy & Co., New York, are devoting their windows to merchandise comparisons ais se boon Ce et gid Ip Mestially oor nbn be 


showing "the advantages of living in 1932." the latter part of this month. 
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